~eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeSFSSSSsSseeeeeeeeeeeSeSSSSSSSSSSSSSSSGseeeetFFSSSseeeseeHgeseeeeSeSeSSeSeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeesenes 


vol. 14, No. 44 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan. 9, 1932 at the post office at Chicago, Ill., under the act of March 3, 1870. Copyright, 1943, by Advertising Publications, Inc. 


SECOND ST. 
BR. 926432 


November 1, 1943 


10 Cents a Copy, $2 a Year 


Rou h Proofs 


The new Zenith aid for the deaf 
is advertised as “$40 ready to wear,” 
put prospects might be more in- 
trigued if they could be sure it’s 
“$40 ready to hear.” 

. 9 ¥ 

There are 10,000,000 people in the 
United States who are hard of hear- 
ing, Zenith says, but the number 
has been considerably reduced by 
the elimination of all the salesmen 
who were never able to hear the 
prospect say “No.” 

xe, 

Gladys the beautiful receptionist 
says she supposes the magazines are 
glad to get a 15% paper cut for 
1944, they did so well this year after 
the government asked them to re- 
duce 10%. 

» | 

Kenyon & Eckhardt are beginning 
to believe there’s really something 
ina name. They started with Kel- 
logg’s Gro-Pup, and ever since then 
the account has done nothing else 
but. 

o ¥.9 

“Great Britain and the United 
States will compete sharply for 
postwar world trade,” reports Ap- 
VERTISING AGE in summarizing the 
Boston distribution conference. 

Using London prize ring or Mar- 
quis of Queensbury rules? 

A 

The sad part of the paper situa- 
tion is that those 10,000,000 tons of 
waste paper are as you may already 
have suspected, still going to waste. 

v 
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Senator Murray protests that war 
industries are spending “fabulous 
sums in full page advertisements to 
help the sale of war bonds.” 

Yes, and the sales results are 
pretty fabulous, too, Senator. 


oe 7 


According to the NEA, 87% of 
member papers are “confident their 
editorial policies could not be in- 
fluenced by a government advertis- 
ing account running up to $1,000 a 
year.” 

What will the other 13% settle 
or? 

vwyr 


Your wife, says the Woman’s 
Home Companion, “has to be a 
combination detective, strategist, 
commando.” 
In other words, a p—— p—’ 
mamma? 


__ 


A New England newspaper, ad- 
vertising for a space salesman, wants 
draft exempt man or woman with 

t 
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Write your own wheeze. 
vry 


Look’s $5,000 “Letter to a Soldier” 
contest says fancy presentations are 
barred. Wonder what would hap- 
Pen if advertisers made the same 
rule for agency presentations. 


, ae, i, 


_Raymond V. Miller says 82% of 
‘arm houses have no running water 
and 89% no private bathrooms. And 
wnen the boys get back from the 
“rmny, they won’t know what you 
"ean by “private bathrooms.” 
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vy 


_ -sote to production managers from 
.© printing and publishing division 
or Ww PB: For a Merry Christmas, 
-©ter recheck mechanical specifica- 
‘ons for 1944 magazine insertions. 
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KFEL Asks Court 


fo Compel ‘Denver 
Post’ Radio Listing 


Denver, Oct. 27.—In a _ court 
action which may have a wide- 
spread effect upon newspaper-radio 
relationships, Eugene P. O’Fallon, 
Inc., owner and operator of KFEL, 
has filed suit here seeking to force 


and Mutual programs in its daily 
schedule of local radio fare. 
The complaint, filed in district 


Silberstein, attorney for the station, 
charges that the Post has main- 
tained a discriminatory blacklist 
and boycott against KFEL and the 
Mutual Broadcasting System. 

The station contends that failure 
of the Post to list KFEL programs 
violates the Colorado Unfair Prac- 
tices Act, and that the omission is 
designed to injure KFEL and to 
destroy competition. The paper’s 
action, it claims, is “attended by 
circumstances of fraud and malice.” 
The Colorado law under which 
the injunction and damage suit was 
filed is a standardized type of legis- 
lation that has been passed by many 
other state legislatures. 


Seek $2,395 Damages 


The suit points out that the list- 
ing of three other radio stations in 
the Post’s radio log is made with- 
out charge, and that the Post 
thereby extends to them special 
services not accorded to KFEL, 
which it said has been forced to 
pay $5 a line to list its programs in 
the Post’s radio program schedule. 
The list of programs published 
by the Post in “What’s On the Air” 
is false and misleading, as a result 
of the omission of KFEL programs, 
and such omission was intentionally 
done to divert business from KFEL 
and to convey the impression that 
KFEL is not on the air, the suit 
alleges. 

The public interest demands that 
the people be unhampered by any 
artificial or unnecessary restraints, 
public or private, upon their choice 
of various radio stations, the suit 
contends. 

In addition to asking an injunc- 
tion against the Post to prevent its 
continued omission of KFEL pro- 
gram listings, the suit seeks treble 
actual damages, amounting to 
$2,395, as well as exemplary dam- 


ages. 
Omit Independents 


The Post, the suit points out, 
prints the complete daily programs 
of the other three Denver network 
stations—KOA (NBC), KLZ (CBS) 
and KVOD (Blue) while those of 
KFEL and KMYR, an independent 
station, are omitted. 

Damages sought represent triple 
the amount spent by KFEL to ad- 
vertise its programs in the Post’s 
radio log. During the period from 
Feb. 1, 1942 to March 31, 1943 the 
station claims it spent $798.55 on 
such advertising at the rate of $5 
per line for program listings. KFEL 

(Continued on Page 63) 


Planning a Postwar 


Home? See ‘Photo- 
graphic Review’, Page 
67. Other features this 
week: 


Ad-libbing ........ 12 
Admen in the Armed Forces. . 54 
Diary of an Ad Man.. 38 
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the Denver Post to include KFEL |// 


court here Saturday by Harry S.f 


AILING ADOLPH 


who needs the ” 
heating pad now ¢ 
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Artist Arthur Szyk portrays a touching 
scene in this advertisement, one of a 
series scheduled by Casco Products 
Corp. to explain that materials are being 
used for bullets, not heating pads. Full- 
color 1,000-line copy will appear in Sun- 
day roto sections, and full-page black 
and white advertisements will be used in 
seven business papers. Grey Advertising 
Agency, New York, is in charge. 


Boost in Postal 
Rafes and Excise 
Taxes Is Voted 


Washington, D. C., Oct. 28.—The 
second class mailing privilege, a 
device adopted nearly 25 years ago 
to encourage the spread of infor- 
mation and culture throughout the 
country, was selected by the House 
ways and means committee this 
week as a promising source of 
$119,000,000 in new revenue for the 
1944 tax bill which is supposed to 
provide $10,500,000,000 in funds for 
the war. 
In addition to doubling the rate 
on the mailing circulation of ac- 
credited publications, the committee 
also agreed on a_ collection of 
assorted excise taxes, which all told 
might provide the government with 
about $2,000,000,000. 
At the same time the committee 
turned down an administration pro- 


ANPA Head Says 
Dailies Will Aid 


in Paper Salvage 


But Demands Carefully 
Worked Out Plan to 


Prevent Miscarriage 


Chicago, Oct. 28.—Newspapers not 
only recognize the importance of 
increasing the volume of paper 
which is salvaged from homes, but 
can be counted upon to cooperate 
fully in paper salvage—provided 
that a carefully integrated, well 
thought out plan is developed which 
will not backfire—Linwood I. Noyes, 
president of the American News- 
paper Publishers Association and 
publisher of the Globe, Ironwood, 
Mich., told ADVERTISING AGE today. 

Newspapers are keenly aware that 
paper salvage might be of major 
importance in loosening up the sup- 
ply of paper and pulp all along the 
line, but they cannot be expected to 
launch intensive drives for home 
salvage until they are convinced 
that there will be no repetition of 
the conditions of over-abundant 
supply and lack of interest on the 
part of purchasers which character- 
ized the paper salvage effort of last 
year, Mr. Noyes said. 

A similar attitude was expressed 
by Frank E, Tripp, general manager 
of the Gannett Newspapers, who is 
chairman of the Allied Newspaper 
Council, an organization set up to 
cooperate with the Treasury and 
other government departments in 
the promotion of war-effort drives. 

“There is no doubt about news- 
papers’ willingness to support any 
government effort to collect waste 
paper, but WPB has presented no 
fixed plan nor asked the Allied 
Newspaper Council of which I am 
chairman to cooperate,” Mr. Tripp 
told ADVERTISING AGE. “We are ready 
any time,” he added. 

“IT am sure that newspapers would 


(Continued on Page 65) 
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New York, Oct. 29.—A greatly 


manager, western division; Charles 


New York, Oct. 29.—The Rubber 
large newspaper advertisements in 


tires. 


New York, Oct. 29.—American 


weeks. Titled “Lighted Windows,” 
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Last Minute News Flashes 
Mutual Expands Station Relations Division 


geared not only to contact members of affiliated stations on contractual 
and operational networks but to be available constantly to serve them on 
programming, engineering, merchandising and postwar developments, has 
been established by Mutual, effective Nov. 1, President Miller McClin- 
tock announced today. He also said that Richard F. Connor has been 
appointed network director of station relations. 
have six key managers responsible for various parts of the country. Key 
men are: Edwin T. Otis, manager, eastern division; James A. Mahoney, 


No appointment has been announced for the central division. 
Tire Makers Schedule Drive in Dailies 


35 of the nation’s leading tire manufacturers, will begin a series of three 


point out that despite advances in synthetic rubber production, wartime 
exigencies make it essential that car owners continue to care for their 
Young & Rubicam is the agency. 


Starts First Instant Broth Campaign 


earlier this year acquired the G. Washington Coffee Refining Company, 
has launched its first newspaper campaign for G. Washington instant 
|!broth, employing newspapers in Columbus, Rochester and Providence. 
Spot radio also is being used. Cecil & Presbrey is the agency. 


Aicoa Signs for New 52-Week NBC Show 
Pittsburgh, Oct. 29.—The Aluminum Company of America will launch 
a new institutional radio series over 123 NBC stations Dec. 4, for 52 


11:30 a.m. to 12. Fuller & Smith & Ross is the agency. 
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expanded station relations division, 


The new division will 


Godwin, manager, southern division. 


Manufacturers Association, including 


64 cities starting Nov. 7. Copy will 


Home Products Corporation, which 


the program will be heard Saturdays, 


Magazines Agree to New 
15% Paper Slash in ‘44 


New Cut Would Drop 
Allotment to 25% 
of 1942 Usage 


Washington, D. C., Oct. 28.—A 
sharp slash in print paper quotas 
that will dig deep into established 
editorial and advertising formats of 
American magazines, is virtually 
certain after Jan. 1, following a 
recommendation by the WPB maga- 
zine industry advisory committee of 
a new 15% slash for users of 25 
tons or more of paper per calendar 
quarter. 

The new curtailment, if accepted 
by the WPB, will mean a paper 
allotment 25% below 1942 usage for 
large paper consumers. The com- 
mittee recommended that consum- 
ers of five to 25 tons per quarter 
be limited to 90% of 1942 usage, and 
that publishers requiring five tons 
or less per quarter be allowed 1942 
usage without curtailment. 
Magazine publishers accepted the 
new cut to prevent any breakdown 
in paper supply next year, after 
Walter J. Risley Jr., chief of the 
magazine and periodical section, 
warned that the nation will face a 
serious pulp shortage, particularly 
during the early months of 1944, 


Exceed 10% Slash 


Figures presented to the commit- 
tee showed that the magazine in- 
dustry’s paper savings during 1943 
would exceed the 10% required in 
L-244, probably reaching 11%. On 
the basis of this record of conform- 
ance, several committee members 
have persistently fought new cuts 
until other paper consumers 
matched the 10% saving. 

Magazine publishers have been 
particularly critical of the news- 
paper industry, which saved less 
than 5% under L-240 during the 
first half of 1943, and adopted two 
additional 5% cuts in a futile effort 
to bring savings to the 10% mark. 
At its advisory committee meeting 
last week, the newspaper industry 
decided to finish 1944 by dipping 
into inventories and made no plans 
for 1944, 

Officials at WPB see considerable 
difference between the newspaper 
and magazine problems, since news- 
papers depend almost entirely on 
imports from Canada, and must 
adjust consumption to the Canadian 
supply. Magazines, on the other 
hand, use domestic wood pulp, and 
fit more completely into the over- 
all wood pulp picture at home. 


Sees Critical Period 


With inventories of wood and 
pulp depleted here, and an expected 
decline in imports, WPB is seeking 
to tide paper-consuming industries 
over a critical period in 1944 until 
the domestic wood pulp production 
program shows results in increased 
supplies and inventories. 

Intensive efforts are now being 
made, under Harold Boeschenstein, 
head of the newly-organized Forest 
Products Bureau, to increase pro- 
duction of pulpwood, to conserve 
paper and paperboard, and to salv- 
age waste. Some progress has 
already been reported, and there 
is already speculation that success- 
ful prosecution of these wood pulp 
production drives might mean re- 
laxation of the short paper rations 
after the critical months early in 
1944. 

During 1943, the paper industry 
as a whole dipped into inventories 
at a rate of 100,000 cords of pulp- 
wood, plus 33,000 tons of pulp 
and 20,000 tons of waste paper a 
month, Inventories of pulpwood 
have dropped to 28.7% of last year, 
while pulp is at 43% and waste 
paper, 49%. 

While pulpwood imports from 
Canada, comprising 20% of United 
States’ supplies, will remain down 
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under way to make up the differ- 
ence by increasing domestic pro- 
duction. Reports show that pulp- 
wood receipts are still below a year 
ago, but the gap has been closed 
from 17.5% during the first nine 
months of 1943 to 5% in September. 

Meanwhile, with magazines al- 
ready determined to cooperate in 
pulpwood savings, the WPB’s news- 
paper section devoted the past week 
to arranging new imventory require- 
ments so that 40,000 tons of news- 
print could be salvaged from pub- 
lisher inventories during November 
and December. 

Inventory restrictions of L-240 
will be rewritten so that four days 
are clipped from permissible inven- 
tory in the 40-day zone, covering 
the North and Central states, and 
6% days in the 65-day zone, includ- 
ing the West and South. The pro- 
posed inventory revision would 
switch the inventory base to the 
average daily consumption for the 
first six months of 1943. 

When the newspaper committee 
met in Washington last week, it was 
informed that orders placed with 
Canadian producers exceeded the 
208,000 tons of newsprint that Can- 
ada would ship to this country 
during the fourth quarter. To in- 
sure that the amount of these orders 
now in the hands of the mills will 
be reduced sufficiently by the utili- 
zation of these extra stocks from 
inventory, Mr. Bitner has asked 125 
large papers to report to him the 
number of tons they have reduced 
their fourth quarter paper orders. 


No action on newspaper reduc- 
tions for 1944 will be taken until 
the newspaper advisory committee 
reassembles Nov. 16. The decision 
will then depend largely on the 
amount of paper Canada agrees to 
supply in 1944. Canadians have 
already warned that they cannot 
continue the present rate of ship- 
ments. 

At a hearing of the Boren com- 
mittee investigating the newsprint 
shortage last Monday, Harry M. 
Bitner, chief of the printing and 
publishing division, reported that 
newspapers might get considerably 
greater yardage of paper from the 
same amount of newsprint if Con- 
gress adopted measures to encour- 
age importation of 30-pound news 
stock. 


Report on Lighter Stock 


Although Mr. Bitner said some 
papers had experimented success- 
fully with the lighter paper, Rex 
Hovey, director of the WPB paper 
division, demonstrated considerably 
less enthusiasm, suggesting that an 
advisory committee of newsprint 
manufacturers be set up to study 
the problem. 

Mr. Bitner read a letter from the 
business manager of the Knoxville 
Sentinel, who reported that his 
paper had had considerable success 
with lighter stock and is “for it 100 
per cent.” The letter declared that 
appearance of the paper is as good 
as before and that they noticed no 
increase in strike through. The 
Sentinel estimated that it could 


| print 5,000 extra papers per day by 


using lighter stock. 
“Press” Not Satisfied 


On the other hand, the Pittsburgh 
Press reported that tests were not 
uniformly successful, and that there 
was a noticeable increase in strike 
through. The Press said its foreman 
found it necessary to ease up on the 
impression, which increased gray- 
ness. 

Mr. Hovey told the Boren com- 
mittee that the lighter paper might 
cost more than the present 32-pound 
stock, and that adjustment of paper 
making machines would be difficult. 
Reduction of the weight of paper 
would involve slowing down ma- 
chines, he said. Moreover, he felt 
opacity of lighter weight papers 
requires investigation. 

In addition to paper savings 
adopted by the magazine committee, 
the WPB magazine section is now 
working on new inventory provi- 
sions for L-244, which will prob- 
ably allow publications to have 45 
days’ supply of print paper. Maga- 
zine inventories, as currently cov- 
ered by M-241, paper conservation 
order, would have to go down to 30 
days on Jan. 1, but both the indus- 
try and WPB feel the requirement 
is too severe. 

When the new curtailment goes 
into effect Jan. 1, officials said pres- 
ent provisions for borrowing and 
saving from established quotas will 
remain in effect. These clauses per- 
mit users to borrow up to 15% from 
the next quarter’s quota, and to 
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Buyers’ DIRECTORY 


FOR THE METAL INDUSTRIES 


This buying guide (Part IL of January Metal Progress) offers the 
broadest coverage of all metal engineering buying factors. For six 
full months it is constantly referred to—your list of products is 
placed in convenient, file-size reference for all in the metal indus- 
Advertisers in Metal Progress get as many free listings in 
the Buyers’ Guide as they need, yet all companies are entitled to 
live free listings whether they advertise or not. This guarantees 
complete product coverage of the 20,000 users of this product 
source-book, containing nearly 600 product classifications. 
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multi-billion dollar market. 
stant day after day usership of at least six months. 
reservations now. Write to... 


‘7301 Euclid Avenue =e 


To properly back your product listings simply prepare one adver- 
tisement for use in both publications. Your sales message will thus 
gain prestige and spotlight attention on what you offer this big 
And, the Buyers’ Guide has a con- 


Make space 
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Cleveland 3, Ohio 


Top Engineering Coverage 


of Metal Production, 


Processing, 


Fabrication and Use 


use paper saved during previous 
quarters. 


PLACE ORDERS EARLY, 
ANPA TELLS MEMBERS 


New York, Oct. 27.—All pub- 
lishers are requested by the WPB 
printing and publishing division to 
place orders with mills and other 
suppliers not later than Nov. 8 for 
December newsprint shipments, the 
American Newspaper Publishers 
Association declared today in a 
statement issued to members. These 
orders are not to include tonnage 
expected on appeal unless the grants 
have been made by WPB, the state- 
ment said. 

“This deadline on orders in No- 
vember for shipments in December 
has been made so as to have com- 
plete information available at the 
next meeting of the WPB news- 
paper industry advisory committee 
in Washington on Nov. 10,” the 
ANPA declared. 


K&E to Service 
Kellogg Account 


from Chicago 


Chicago, Oct. 28—Service and 
contact on the Kellogg account will 
be supervised by the Chicago office 
of Kenyon & Eckhardt, Chester 
Foust, vice-president, announced 
today. The Chicago office will also 
place Morton Salt advertising, effec- 
tive Jan. 1. 

Joe Vessey of the agency’s New 
York office will work in the Chicago 
office for the next month, establish- 
ing a media department to be headed 
by an as yet unannounced man. 
Until the department is functioning 
here, orders will be issued from New 
York, but lists and schedules will be 
compiled under the direction of the 
Chicago office. Copy, art and radio 
work for the 1944 Kellogg cam- 
paigns will be developed jointly by 
the two K&E offices, with radio 
programs split depending upon their 
point of origination. 

All K&E outdoor advertising, as 
previously announced, will be han- 
dled in Chicago, through a depart- 
ment headed by C. Earl Pritchard. 

New additions to the Chicago staff 
announced this week include O. H. 
Devinney, office manager; Frances 
Smith, radio production; and W. S. 
Hoyt, account executive. 


Barnum Named to 
Army Air Force Post 


Jerome D. Barnum, former pub- 
lisher of Post-Standard, Syracuse, 
N. Y., has been appointed chief of 
the office of technical information 
of the Army air forces. 

He is principal public relations 
advisor to Gen. H. H. Arnold, com- 
manding general of the air forces, 
in his new capacity. Mr. Barnum 
began his career with the Post- 
Standard 35 years ago and was pub- 
lisher and treasurer of the daily 
from 1916 until disposing of his in- 
terest in it about two years ago. He 
was president of the New York 
State Publishers Association from 
1928 to 1932. 


Quigley Boosts Two 

Ray Gallagher has been named 
advertising manager of Motion Pic- 
ture Herald, and Herbert V. Fecke 
has assumed a similar position with 
Motion Picture Daily. Both publi- 
cations are published by Quigley 
Publishing Company, New York. 
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With large-space copy in the News, Ver. 
ley Products Corp., Chicago, is testing 
consumer and grocery trade reaction to 
its imitation butter flavoring. Low-point 
shortening and Verley's help tone up 
those foods that "simply cry for butter,’ 
copy says. Participation in a half-hour 
food program over WLS and store dis. 
plays also are being used. Hoffman & 
York, Milwaukee, is the agency. 


Swertfager Forms 
New Agency as 


Hixon Leaves 


New York, Oct. 28.—Walter M. 
Swertfager and Harold W. Hixon 
Jr., who joined in November, 1941, 
to form the New York advertising 
agency of Swertfager & Hixon, have 
dissolved their partnership, effective 
Nov. 1. 

Mr. Hixon will depart on an ex- 
tended vacation before being called 
for induction into the armed forces 
In the event he is not accepted, Mr 
Hixon told ADVERTISING AGE he has 
formulated no other plans for the 
immediate future. 

Resulting from the dissolution is 
the formation of Walter M. Swert- 
fager Company, which will retain 
its present offices at 40 E. 49th St., 
and continue to serve all clients of 
Swertfager & Hixon with its same 
staff of key executives. 

Mr. Swertfager resigned from 
Ward Wheelock Company and Mr 
Hixon from Brown & Thomas Ad- 
vertising Corporation in November, 
1941, to form their agency. 

A few of the agency’s most im- 
portant clients are Conference of 
Alcoholic Beverage Industries, Dis- 
tilled Spirits Institute, Ericsson 
Screw Machine Products, and Mac- 
fadden Publications. 


Name of R. E. Boone 
Organization Changed 


The name of the Rodney E. Boone 
Organization, New York, founded 
by the late Mr. Boone in 1919 to 
represent Hearst newspapers, has 
been changed to Hearst Advertising 
Service. 

Herbert W. Beyea, with Mr 
Boone for 24 years, became man- 
ager following the latter’s death last 
July. According to the Hearst gen- 
eral management, the fun s 
personnel and standards of repre- 
sentation of the Boone organization 
will remain unchanged. 
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-Gie— You bet, 
“\ there’s something new | 
| \ under The Sun! | 


it’s this: The Sun, newest of Chicago newspapers. 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 

“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economt- 
cally and efficiently. 

—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


E CHICAGO SUN Te 


CHICAGO'S MORNING TRUTHpop® 


Tae Brannam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas “ity 


Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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A WELL-INFORMED 


significance so vitally important today. 


Newsweek’s own correspondents 


PUBLIC IS AMERICA’S GREATEST SECURITY 


THE NEED FOR 


SIGNIFICANCE 


In radio sound effects, an aspirin 
tablet dropped into a glass 
of water sounds exactly like a girl 
diving. It is the frequent disparity 
between what things seem to be, and 


what they really are, that makes news 


News significance is one key to 
~s 
Newsweek’s success. But that’s not - 


all Newsweek gives its readers. It 


provides factual, impartial reporting... 
signed opinions by recognized 
authorities ...and studied predictions of 
the future, through The Periscope 


and Postwar Horizons. And... \ 


cable on-the-spot news direct from the 


: 


fighting fronts! Result? An increase 


in circulation, in five short years, of 74%! 


An increase in advertising 
revenue, among general magazines, 
from twenty-. 


second to 


fifth place! 
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Potent Merchant 
Marine Vital fo 
U. §. World Trade 


Foreign Trade Meet 
Attended by 1,500 
in New York 


By STEVE BOOKE 


New York, Oct. 28—A powerful 
merchant marine, commensurate 
with the national economy and post- 
war international responsibilities, 
was unanimously approved here 
yesterday by approximately 1,500 
foreign traders at the closing ses- 
sions of the National Foreign Trade 
Council’s 30th annual convention. 

Climaxing a three-day meeting 
attended by leading executives from 
every branch of foreign trade, the 
group adopted a 30-point final dec- 
laration to steer its course during 
the year to come. The Council’s 
recommendations were aimed at 
shaping some sort of clear-cut policy 
regarding merchant shipping, arbi- 
tration, standardization, foreign 
trade zones, and a host of other sig- 
nificant problems that must be 
solved before the war ends. 

In a congratulatory message read 


,;at the World Trade dinner Oct. 26, 
President Roosevelt said, “The ex- 
tent and nature of our foreign trade 
will have much to do with our gen- 
eral welfare after the war. If uneco- 
nomic and discriminatory measures 
prevent or hamper trade, neither 
employment, production, nor living 
standards can reach their highest 
levels.” 


No Shipping Monopoly 


Sounding the keynote of the con- 
vention, the President added that no 
one nation can benefit fully from 
the industry and capacity of its citi- 
zens unless all nations reduce exces- 
sive restrictions on commerce, and 
forego practices which injure others 
and divert commerce from its natu- 
ral channels. 

While emphasis was placed on a 
strong postwar merchant fleet, the 
group made it clear that the United 
States seeks no monopoly of ship- 
ping. The foreign traders declared 
collaboration between American 
and friendly foreign shipping is de- 
sirable. 

To achieve and implement its ob- 
jectives as an integral part of the 
national economy, the convention 
recommended that: 

1. The active merchant marine 
be maintained at a point adequate 
to serve U. S. foreign commerce and 
armed forces under all conditions. 

2. Private operation continue to 
be the recognized principle of Amer- 
ican shipping policy and that, as 
rapidly as war conditions permit, 
vessels now under requisition be 


returned to their owners for regular 
service. 


Want Vessels Sold 


3. Just compensation be com- 
puted reflecting the value of vessels 
at the time of requisition, as soon 
as possible after date of government 
requisition. 

4. New vessels be sold to Ameri- 
can citizens for guaranteed opera- 
tion in services established on exist- 
ing essential trade routes or future 
new routes, including indirect 
trades; purchasers to be safeguarded 
by a clause against subsequent sale 
to others at more favorable prices or 
terms. 

5. Wartime emergency controls 
be relaxed as soon as practicable. 

6. No fast ships should be sold or 
chartered to foreign operators but 
be retained and utilized for replace- 
ment of obsolete vessels in the U. S. 
merchant fleet. 

7. Legislative and administrative 
restrictions, not offset by aid ex- 
tended by the Merchant Marine Act, 
be removed to the fullest possible 
extent. 


Trade Standards Urged 


Approval was given of an en- 
deavor to establish throughout the 
Americas an acceptance of agreed 
standards and specifications, as a 
necessary step forward in facili- 
tating orderly commercial procedure, 
and closer inter-American commer- 
cial cooperation. The convention 
also indorsed the movement of 
American industry, to carry forward 


this endeavor, under the aegis of the 
American Standards Association. 

A recommendation was made 
urging early establishment of for- 
eign trade zones in Gulf, Pacific and 
other Atlantic ports. The New York 
Foreign Trade Zone was praised for 
meeting unusual wartime demands 
upon its limited facilities. 

The relationships of language to 
international trade should be given 
more consideration by business men 
in the immediate future, the conven- 
tion asserted. In addition, young 
men from neighboring American 
republics should come to the U. S. 
for technical and practical training 
in this country’s industries. 

Review of the Maximum Import 
Price Regulation so that desirable 
imported materials and goods are 
encouraged and not hindered by 
price control, was also urged. The 
convention recommended that when 
price regulations are issued care 
should be taken to avoid discrimina- 
tion against established channels of 
import trade. 


Ask Careful Coordination 


Emphasis was placed on protec- 
tion of the nation’s foreign commerce 
during and after the war, requiring 
close integration of those govern- 
mental departments and agencies in 
Washington concerned with the pro- 
tection and promotion of U. S. for- 
eign trade. It was asserted that 
coordination of autonomous depart- 
ments through a central authority 
would avoid confusion and be help- 
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editorial and factual advertising news. 
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can't seem to quench their desire for its informative 


They read it 


avidly, then pass its well-thumbed pages along to other 


Moreover, Latin America's appreciation of 


publications is so genuine and 


has paid circulation of more 
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that puts us (and your 


message on our pages) far, far in the lead. 


If you are interested in postwar business—and what 


businessman isn't?—you'll get plus coverage of the 


industrial, construction, engineering, automotive and 


drug fields by scheduling your advertising in *BPIC 
Specialized Export Publications. Turn on that refresh- 
ing flow of informative, factual material NOW for 


money-making results. 


PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 
(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 


18, N. Y. 
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Discussing export contro] 
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would: whi 
1, Eliminate overlapping contr 
and authorities among governmo, 
agencies. oy 
2. Simplify and minimize Dane 
work here and abroad. “Peg 
3. Prevent vessels lea, ing +} 
country with unutilized cargo spa. 


when there is demand fron 
and supplies are available. 

Among the Council’s other rego, 
mendations were: lightening of ,, 
strictions and formalities jnyo),.,. 
in the mailing of technical perigg 
cals, books and trade catalogs, »), 
booklets of instruction; preparati,, 
for a return to private enterprise ,, 
reexamining activities and contro. 
now exercised by government, bps}, 
generally and with regard to 
cific areas. 


Sees Demand for Radio 


At one of yesterday’s sessions ey. 
bracing electrical and radio mer. 
chandise, Miller McClintock, presi. 
dent, Mutual Broadcasting Syste, 
anticipated a tremendous postwa; 
market for world sale of radi 
apparatus, with particular emphas 
upon high-efficiency individual] re. 
ceiving sets that can be sold at com- 
paratively low prices. 

“The American system of inde. 
pendently owned and operated sta- 
tions serving their local needs and 
affiliated with the four great net- 
works competitively operated and 
supported by the competitiy 
advertising activities of free busi- 
ness,” he said, “has provided th 
United States with a richness and 
variety of radio programming in- 
comparably better than that whi 
could be conceived under any sys- 
tem of government propagand 
operation. Furthermore, exclusiv 
use of global radio in the postwa 
period by governmental agencies 
would shut off completely the tre- 


1 adrog 


Spe - 


mendous opportunity which rad 
offers for the opening of world 
markets.” 


On the subject of “Postwar Mar- 
kets for Electrical Appliances,” R. L 
White, president, Landers, Frary and 
Clark, depicted reaching only the 
“upper crust” in foreign countrie 
as the major handicap of electrical 
appliance manufacturers in their bid 
for extensive foreign trade. He 
pointed out that products such as 
refrigerators are considered luxu- 
ries abroad and that “a luxury mar- 
ket is a limited market.” 

Before there can be a lucrative 
market for American electrical ap- 
pliances in other countries, he em- 
phasized, these countries must first 
develop more purchasing power 
Another difficulty, Mr. White said 
is that special requirements in dif- 
ferent localities make mass produc- 
tion methods difficult. 


Douglas Fir Plywood 


Account to Condon 

Douglas Fir Plywood Association 
Tacoma, Wash., has placed its ad- 
vertising account with Condon Com- 
pany, Tacoma. General bu 
publications, direct mail and trade 
papers will be used. 

J. Stedman Wood, formerly with 
Tacoma Engraving Company, has 
joined Condon as art director and 
account executive on the plywood 


account, while Hazel Evans, for- 
merly with Anderson Printing Com- 
pany, Tacoma, has joined Condon 
as assistant production manage! 


and space buyer on the plywood 


account. 


— 


Wanted: A_ copy 
publicity writer for Mer 
chandising-Advertising De- 
partment of leading 
manufacturer of domesti 
heating equipment. Ability 
to create and produce com- 
plete plans and campaigns 
and edit marketing publica- 
tion and house organ for 
utilities and dealers is es 
sential. Company is recog- 
nized for its progressive 
merchandising activities in 
both industrial and con- 
sumer markets. Good op- 
portunity for an individual 
who can handle a big job. 
Give complete details in re- 
ply. Address Box 4395 in 
care of Advertising Age, 100 
E. Ohio St., Chicago. 
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Many Changes in 
Distribution Seen 
by Howard Blood 


Chicago, Oct. 28.—Postwar ad- 
justment and prosperity will receive 
a disorganizing jolt if the govern- 
ment permits its own distribution 
agencies, conducted for the benefit 
of the armed forces, to sell directly 
to private consumers, Howard E. 
Blood, president of Norge Division 
of Borg-Warner Corporation, told 
the Chicago Federated Advertising 
Club today. 

Pointing out that “demobilization 
will be followed by the need for the 
government to dispose of large 
quantities of surplus goods,” Mr. 
Blood asserted that “such disposi- 
tion may, if not properly regulated, 
swamp civilian markets and disor- 
ganize for a long period the normal 
function of both the production and 
distribution of certain goods. The 
United States probably will con- 
tinue to maintain large military 
forces after the war. The existence 
of these forces, whose energies and 
purchasing powers will be diverted 
from ordinary civilian lines, is cer- 
tain to affect both the production 
and distribution of goods through 
private channels.” 


Mr. Blood, who is chairman of a 
subcommittee on postwar distribu- 
tion for the National Association of 
Manufacturers, warned against the 
dangers of enacting restrictive local 
and state laws which disrupt dis- 
tribution, run up costs, paralyze 
business and destroy free enterprise. 
Declaring that postwar employment 
conditions and living standards will 
depend almost entirely on how 
effectively the nation can distribute 
the goods it produces, Mr. Blood 
continued: 

“If distribution management fails 
to answer in terms of production 
requirements which provide rela- 
tively full employment for manu- 
facturing employes, then the im- 
perious demand of a _ politically 
powerful segment of the American 
people might be that government 
step in and direct industrial opera- 
tions under the illusion that gov- 
ernment ownership or control would 
provide work for all who want it.” 

Mr. Blood predicted that after 
the war there will be a much 
greater “diversification in food use 
and a continuing trend to dine out.” 

“Deferred travel desires on the 
part of the public will be very 
great,” he said. “Vastly increased 
air passenger transport § should 
greatly reduce air travel costs and 
increase air travel. Housing is one 
of several major fields which will 
actively compete with the travel 
desire and with new and improved 
products in many lines which will 
be presented to the public. Total 


purchasing power will be greater 
than prewar. This will mean 
greater production of semi-luxury 
items than before, with a _ cor- 
responding increase in the impor- 
tance of distributing outlets.” 


Sees More Service Business 


Mr. Blood forecast a bigger de- 
mand for professional services after 
the war, including also beauty par- 
lors, recreational centers, hotels and 
gas stations. He sees a trend toward 
larger average size of retail stores; 
accelerated decentralization of 
shopping areas; air express chang- 
ing methods of retailing and serv- 
icing products; a steady decline in 
the unit cost of distributing many 
specific products; an impressive 
rush toward improvements in re- 
tailing and other distributive insti- 
tutions as soon as the war is over. 

“New inventions and _ products, 
which will come in large volume 
after the war, would be of little 
value were it not for the advertis- 
ing which not only tells people of 
their availability but stimulates de- 
sires not formerly in the people’s 
consciousness,” he said. 

“Advertising is necessary to the 
maintenance of our free distribution 
system, which is a vital part of our 
private enterprise system. Distri- 
bution has employed and will em- 
ploy very large numbers of people 
and in the transition period after 
the war will be one of the most 
important means of transferring 
people from war work to peacetime 
pursuits.” 


In Washington . . . 


Margarine Tax 
Battle Divides 
Potent Farm Bloc 


The farm bloc, that bugaboo 
|which has operated as the most 
|powerful legislative instrument in 
| Washington, was split wide open 
|this week when the House agricul- 
|ture committee began hearings on 
the Fulmer bill for repeal of federal 
restrictions on margarine. 

These 57-year-old regulations 
have been successfully defended by 
the dairy interests many times be- 
fore, but the 16-point price of but- 
ter, and a well organized legislative 
campaign has now given the mar- 
garine industry its best chance in 
history of winning free trade, at 
least so far as federal acts are con- 
cerned. 

Many of the sessions of the com- 
mittee have gotten completely out 
of hand this week, as members of 
the committee, strongly for or 
jagainst the bill, have stabbed at 
|each other. There was the time, for 
instance, at the Wednesday session 
'when Rep. Clevenger of Ohio 
|charged that coconut used in mar- 
garine was “filthy.” 
| Rep. W. R. Poage of Texas fired 
back that he had seen many cans 
of Texas cream standing open in 
the sun, waiting for shipment to 
butter plants in the North. “They 
|smelled so bad you couldn't get 
| close to them,” he said. 
| When Rep. Clevenger challenged 
|him to visit an Ohio butter plant, 
the Texan shot back, “I don’t have 
to see your plant, I see the cream 
we send up there.” A representa- 
tive of the dairy bloc was unkind 
enough to remark, “Where but in 
Texas could such insanitary condi- 
tions exist?” 

It is interesting to note that all 
members of the committee compli- 
ment the work of the federal Food 
and Drug Administration in enforc- 
ing standards. Dairy people say, 
however, that Food and Drug 
wouldn’t have enough money to 
catch all the dealers who would try 
to sell margarine for butter. 

* * & 
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The wheat flour milling industry 
warned the War Food Administra- 
tion this week that so much wheat 
is now going to animal feed and 
alcohol production that stocks for 
human consumption will be danger- 
ously depleted. With 1,454,000,000 
bushels of new crop and carry-over 
for 1943-44, the committee reported 
that about 50,000,000 bushels a 
month will go to supplement corn, 
oats and barley in feeding live- 
stock; 596,000,000 bushels for flour; 
130,000,000 for alcohol; 80,000,000 
for seed, and 120,000,000 retained 
on the farm for feed. Added up, 
the figures show a low margin, par- 
ticularly in view of current trans- 
portation problems, 

* * * 

ODT will organize a committee 
shortly to facilitate the handling of 
milk in fluid tank trucks. A survey 
recently completed by the agency 
showed that expansion of military 
establishments has resulted in long 
distance hauling of milk to these 
points, some of the runs reaching 
nearly 2,000 miles. The purpose of 
the committee will be to eliminate 
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for Highest Quality -Ask for Armour’ 
STAR ... Cloverbloom poo: 


WB Short hibs of Beef B 


A time saver for both retailer and cy. 

tomer is this “Today's Best Meat Buys 

display distributed by Armour & G 

Separate panels list and illustrate avail. 

able meats, with spaces provided {,, 

chalking in the point value and price of 
each item. 


duplication of runs and eliminate 
wasteful operations. 
* * af 


In lifting the dimout restrictio, 
along the coast Wednesday, the goy- 
ernment took the opportunity { 
promote the brownout. Resident 
and officials of the areas were ad- 
vised that restricted lighting o/ 
windows, displays and theater mar. 
quees is essential to the war effort 

oe co * 

Considerable progress in the stud 
of postwar problems was reporte 
to a group of eight industrialist 
who met with President Roosevelt 
Mr. Byrnes and Secretary of Com- 
merce Jesse Jones Thursday to dis- 
cuss “all aspects” of industry’s part 
in the war effort. Although thi 
meeting was strictly “off the rec- 
ord,” it is believed that the discus- 
sions included a tentative plan nov 
under consideration for settlement 
of such postwar issues as immediat 
sale of surplus commodity goods 
relaxation of wartime productior 
controls, and the revision of gov- 
ernment regulations on consume: 
credit. 


Republic Switches 
Its War Campaign 


to Newspapers 


New York, Oct. 28.—Designed | 
give its advertising more elasticit) 
and timeliness to conform with ! 
mentus happenings in the far-flung 
war theaters, Republic Aviati 
Corporation has canceled its maga- 
zine schedule which was to brea 
this fall and has switched to news- 
papers. 

Original plans called for full-pag 
insertions in a selected list of maga 
zines, with copy pointing out t 
high degree of engineering ski!! anc 
precision workmanship in produc: 
tion of the company’s P-47 Thunder: 
bolt fighters, with special emphas' 
on their high-speed, high-altituct 
performance (AA, July 5). 

The newspaper campaign cal! 
weekly insertions in major mornin 
newspapers in cities of 250,000 pop- 
ulation and over. Newell-Emme" 
Company handles the account 
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The Katz Agency, Inc. 
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An Invitation to a Disgruntled 


Advertising Agency Copy Writer 


The conference 1s over. The Whoosit Company’s 
copy job has been split up. Herkimer is going to 
do the magazine stuff (the lucky stiff). Art Jones 
is to work on the radio show (he’s probably lunch 
dating some slinky blues singer right now). You 
get the DRUG TOPICS trade paper chore—and 
are you burned! 


Before you decide on suicide—or Tibetan Lama 
ism—or, worse, sit down to write one of those 
“Stupendous — Titanic — Colossal” stinkers, 
DRUG TOPICS would like to reason with you 
for 14 minutes and 28 seconds. 


We’d like to show you a slide film called “Drift 
ing Dollars”, which proves that the trade paper 
job you are about to undertake is second in im 


portance to none in the works. 


We’d like to prove to you that your trade paper 
copy can do wonders for, or raise the devil with, 
the magazine campaign that Herkimer 1s beget 


) 


ting. We’d like to convince you that it can hel 


to swell substantially the returns Art Jones 


going to ring up with his air show. 


With “Drifting Dollars” (14 minutes and 28 


seconds) we can demonstrate that the importance 


- 


ea i ae ae ig 
SSR mene 


of the assignment with which you’ve been en- 
trusted is geometrically out of proportion to the 
space costs involved. With “Drifting Dollars” 
we can, we think, sell you on the fact that you’re 
carrying a tractor load of responsibility and have 


been given a soul satisfying opportunity. 


May we give you our slant on the proportions of 
the job that you’re undertaking before you under- 
take it? May we have a try at sending you into 
action burning with enthusiasm instead of sizzling 
with resentment? 


May we show “Drifting Dollars” to you? 


In agreeing to look at the picture you assume, of 
course, no obligation to buy our almost boundless 
respect for the power of first rate copy Ina first 


rate trade paper. 


Dave Tories 


330 WEST 42nd STREET + NEW YORK CITY 18 


We'll be de lig hted to have you invite Flerkimei 
226 F -_ 
and Jones to see “Drifting Dollars”, too, if yow ve 


gotten around to speaking to them. 
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Gov't. Advertising 
Bill Given Okay 
by Senate Group 


Washington, D. C., Oct. 28.—The 
Bankhead bill providing for govern- 
ment purchase of $30,000,000 in 
newspaper space annually to adver- 
tise war bonds emerged from the 
Senate banking and currency com- 
mittee this week virtually un- 
changed, despite numerous refine- 
ments that had been suggested 
during four days of hearings last 
week. 

By an 11 to 5 vote, with only 
Republicans in the minority, the 
committee sent the measure to the 
floor, changed only to insure that 
prevailing advertising rates be paid 
each newspaper. 

Under terms of the bill approved 
by the committee, the Secretary of 
the Treasury would be instructed 
to buy $25,000,000 to $30,000,000 in 
advertising each year for the dura- 
tion of the war to promote the sale 
of war bonds and other government 
obligations. Half of the fund would 
go to daily, weekly, semi-weekly 
and tri-weekly newspapers in com- 
munities of 10,000 population or 
less, while the rest would go to 
newspapers of cities of larger popu- 
lation. 


Originally sponsored as an aid to 
small newspapers, the bill was 
strongly supported by the National 
Editorial Association, representing 
5,000 small papers. It was argued 
that paid advertising in smaller 
papers was needed to bring the war 
bond sales messages to 52% of the 
people who live in small com- 
munities. 

Under terms of the bill reported 
to the Senate, it is estimated that 
weekly papers will get an average 
of $1,000 a year in federal adver- 
tising, while dailies will get $6,000. 

Voting for the bill were Senator 
Wagner of New York, chairman of 
the committee, and Senators Bank- 
head, Alabama; Glass, Virginia; 
Radcliffe, Maryland; Clark, Idaho; 
Downey, California; Murdock, Utah; 
Maybank, South Carolina; Scug- 
ham, Nevada; and McClellan, Ar- 
kansas, all Democrats, and Tobey 
of New Hampshire, Republican. 

Opposing were Ball, Minnesota; 
Taft, Ohio; Thomas, Idaho; Butler, 
Nebraska, and Buck of Delaware, 
all Republicans. 


had proposed that the government 
aid small papers by changing the 
Internal Revenue law to channel 
institutional advertising into rural 
areas, was not recorded on the bill. 

In approving the bill, the commit- 
tee turned down a proposal by 
Senator Danaher, providing that 


representatives of the majority and | 


minority leaders of the House and 


Senate examine government adv er- | 


Sen. John A. Dan- | 
aher, Connecticut Republican, who | 


tising to guard against copy involv- 
ing political controversies. 

It also rejected a proposal by 
Senator Ball to cut the amount in 
half and confine government adver- 
tising to newspapers in communi- 
ties of 10,000 or less. 


Turnbull Named Head 


of Hotpoint Company 


Ray W. Turn- 
bull, executive 
vice - president 
of the Edison 
General Electric 
Appliance Com- 
pany, maker of 
Hotpoint electric 
appliances, was 
elected president 
last week, suc- 
ceeding A. PD. 
Byler, who will 
retire as presi- 
dent because of 
| ill health but will 
|remain with the 
company as a consultant to the 
president and as a member of the 
board of directors. 

Mr. Turnbull, who started with 
the original Hotpoint company in 
1910, shortly after it was founded, 
began his career as a _ foundry 
helper, advancing through the fac- 
tory assembly lines, order service, 
advertising, and as sales manager. 
He was elected vice-president in 
| 1931, and executive vice-president 
in 1940. 


Ray W. Turnbull 


THE POWER OF Kater 


You write your signature hundreds... perhaps thousands . 


a year. Instinctively, you do it the same way each time. 


The people of Southern New England have de- 


veloped a habit... 
18 years... 


ment and educational programs of the highest 
calibre. This ingrained habit of listening to 
WTIC has created an alert and ever-present 


audience for any advertiser's message. 


over a period of more than 
of turning to WTIC for entertain- 


. . of times 


Your sales story over WTIC can reach more 
than 3,500,000 friendly and attentive people 
who possess a buying income 50% in excess of 
the national average. 


So, for real results from your radio appropria- 
tion, develop the habit of using WTIC to cover 
the wealthy Southern New England market. 


IN SOUTHERN NEW ENGLAND 


PEOPLE ARE IN THE AAG OF LISTENING TO wTric 


| DIRECT ROUTE TO AMERICA’S: aad epeeer ' 


It cost me a million marks in Germany } 
£ cerry 


Let's keep our 
dollar strong! 


STUDEBAKER 


SUPPORT ANTI-INFLATION CAMPAIGN 


Among advertisers who have joined the government in combatting inflation with 
copy under way or about to appear are Studebaker Corp., South Bend, and Kop. 
pers Co., Pittsburgh. The Studebaker full-color ad is running in Business Week, 
Newsweek and United States News. Roche, 
is the agency. The poster illustrated in the Koppers page ad, to appear soon in 
business papers serving management and the heavy production industry, will be of- 
fered free for factory use. Ketchum, MacLeod & Grove, Pittsburgh, is the agency, 


Advertising Age, November 1, 94, 


Put up this poster in your plants or 


KOPPERS 


Williams & Cunnyngham, Chicago, 


New Mutual Rate 


Structure Set 
as of Nov., ‘43 


New York, Oct. 27.—With the twin 
| purposes of bringing in a more sub- 
stantial return on its investment and 
jat the same time benefitting smaller 
laffiliates “where continuous re- 
search has proved huge listening 
bonuses,” the Mutual Broadcasting 
System has announced a new rate 
structure, effective Nov. 1, 1943 (see 
Private Lines, AA, Oct. 18). 
According to the announcement, 
advertisers now using the network 
will be protected to Nov. 1, 1944. 
Mutual rates have remained sub- 
stantially unchanged since Aug. 1, 
1942, when the network put into 
effect its current rates allowing 
maximum discounts ranging from 
50 to 75% dependent upon the sta- 


tion classification and on volume- 
plan hookups. 

The new rates, which remain 
completely competitive, add certain 
dollar expenditure provisions and 
revise maximum discounts to 50% 
and 60%. Thus increases, where 
they occur, are generally confined 
to smaller stations providing listen- 
ing “bonuses,” according to the net- 
work. 

In announcing these changes, says 
the Mutual statement, “the network 
is completely mindful of its obliga- 
tions to advertisers, new and old, 
and believes the new rate card (No 
12) leaves unchanged Mutual’s abil- 
ity to produce listeners at least cost.” 


Preis Joins B-S-H 

Robert I. Preis, formerly adver- 
tising manager of Orange Crush 
Company, Chicago, has joined 
Blackett - Sample - Hummert to 
handle publicity and merchandising 
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} WONDER WHAT A ‘FACT-FINDERS'’ 


SHOPPERS INTERVIEWED ON 
FIFTH AVENUE -15,6% 
(ONE OUT OF SEVEN) # 
READ THE NEW YORK POST. 7 
12.57% (ONE OUT OF EIGHT) ; 
READ THE POST 
EXCLUSIVELY! 


. EXECUTIVE SHOULD HAVE 
j THESE BASIC, IMPARTIAL 
» FACTS ABOUT THE N.Y. 
MARKET. WRITE For 

your FREE COPY 


ee 
- 


THINKS ABOUT 


OF THIS SURVEY 
COMPLETED LAST 
MONTH: 


ED. KENNELLY, NATL. ADVERTISING MANAGER 
We employ no 


national 


representatives. 
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is not alone the measure of how MUCH, but also for how LONG... For 
it is true that human institutions must submit themselves to TEST after 
TEST, year after year, before worthiness is proven by conclusive and 


universal evidence ... And The Chicago Daily News is, without ques- 


ve tion, a tested institution as Chicago's BASIC advertising medium... 


psa Over the time span of 42 YEARS it has carried MORE TOTAL DISPLAY 


es 


volume. li ° ° * 
inage than any other paper, morning, evening or Sunday. 

“remai g y paper, 9: g y 

certain 
ons and 
to 50% 
,» Where 
confined 
g listen. 
the net- 


Bes, Says 
network 
; Obliga- 
and old, 
ard (No 
il’s abil- 
ist cost.” 


- adver- 
» Crush 
joined 


ert of dollars worth of goods and services have been bought in direct re- 


indising 


sponse to advertising appearing in The Daily News columns... These 
transactions were inspired at acost WITHOUT WASTE because The 
Daily News is a HOME publication with a million reader-friends . . . This 


family newspaper averages 3 READERS per copy who enjoy its pages 


in the leisure of the evening when they can read thoughtfully . . . As 


contrasted with the extravagance of spattered and wandering circu- 
y lation read in a snatch-as-snatch-can way ... Yes, as your advertising 


medium The Chicago Daily News is 
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| ITS PLACE IN THE HOME IS ONE OF 
cb ’ RESPECT AND TRUST 
° DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
‘ * ta ee” 4s Ses Og a a 4 wie 
* ¥ Ait ae ae ae 
# as ae * eS _ 


Se eo aie ee as - a ae . . eX ie 
“ aay - : eps , ; | el -F aie Sper a 
; | on seh see Be ae =o ae Poe eee EE ae oe ileal ae nde Sas ENO Sa RE tae ae 
¥ Dis. 
> " i o so 
a ; 
. BR, 
= a 
ian 
4 
| 
‘ 
: ee 
* 
vie 
ee 
ion with 
| 
Be 
- 
wo 
a 
a : 
a's ‘ 
bd bd , 
RS : 
4 
| ae 
> f a 
‘ 4 sa 
° . Le ee 
i at 5 
i } 7 
sei oe 
P 
ys 
: ee 
bs 
PMR EN A PT REIT NER om rr, - Fae SS . - : ‘ — “SEs 1 : i" 
¢3 ¢ > ia . "Sad 4 : ™ ie 
) ee, 4 J aa a 
B, : . 
- Ht A ‘ : ; 
; e 7 “A 4 
“ a ’ : ; 
ey pi 
Bar 
yu ae 
Bei. 
i 
a 
=e a : 
aes 
ae 
i = 
= 1 
Sa J 
eS 
s 
ae 
a 
ay 
oe 
a oo Sen ade 
- ty aagies 
me an 
e ae. ES 
* 


~~ ec + ht it este ie i, ; 
bias, 3 ? A ee : " “f). as ile Se diy : : ry 
a ltl . we, ht MEO F rat Rls" : Paces Dake De Oy: j bi sees = yale 


SAYS COMMANDER McDONALD... 


“ONE OF THE MOST CONSTRUCTIVE 


POST-WAR MESSAGES I EVER READ...” 


This is what the well-known President of Zenith Radio wrote us after 


reading the newspaper advertisement you see reproduced on the facing 


page... 


His letter continues: “Crystal gazer’s dreams of post-war items, if they were 

to carry on as they have in the past, would do a great injury and injustice 

= to American industry by creating false hopes in the minds of the public. 
| That is why I believe so strongly in what you had to say in your recent page 


- 


in the Chicago Tribune. Keep up the good work!” 


Commander McDonald is one of many leading business executives who 
wrote us thoughtful, praiseful words about our “POPULAR SCIENCE 
RAISES A RESTRAINING HAND” advertisement. Would you like copies 


of their letters? They’re well worth reading. 


And—how do you feel about post-war products? After you’ve read the ad, 


we'd be much interested to get your comments. 


This advertisement recently appeared in dominating space in leading newspapers 
from coast to coast. Reprints available upon request—with our compliments. 


Write Stephen P. Glennon, Adv. Director, POPULAR SCIENCE Monthly, 


353 Fourth Avenue, New York 10, New York. 
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gasoline rationing on rural buying 
habits in the state, appeared severa] 
months ago. The new materia! in- 
cludes information on station pref- 
erences, preferences for individual 
newscasters and commentators, and 
/on the listening audience at various 
hours. New items in this study are 
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10 Cents a Copy, $2 a Year 


A Good Conservation Job 


In announcing the decision of the} 


advisory committee for the maga- 


zine and _ periodical industry to 
recommend an additional 15% cut 
in paper consumption for 1944, 
making a total reduction of 25% 


from 1942 levels, WPB has called 
attention to the fact that actual sav- 
ings in this field during 1943 have 
amounted to 11.4%, or more 
the required savings of 10% 
nounced at the beginning 
year. This is a conservation job of 
which we think magazine, farm 
paper and business paper publish- 
ers have a right to be proud. 

Through the care and ingenuity 
employed by publishers, with the 
full cooperation of their advertisers, 
this substantial reduction in con- 
sumption has been effected, while 
at the same time a large increase in 
advertising has been accommodated. 
Thus the essential facilities for the 
distribution of important 
messages to the public have been 
well maintained during a _ period 
when practical conservation and re- 
duction of paper consumption have 
likewise been accomplished. 

Now that belts must be tightened 
still further for the coming year, we 
may expect additional economies in 
the production and distribution of 
magazines and other periodicals to 
be effected, so that while the space 
available for advertising will be re- 


an- 


than | 


of this| 


wartime | 


duced, it will still be possible to 


present to the American public the| 


essential information which must be 
carried to them through the printed 
word, whether in the form of edi- 
torial messages or advertising. Pub- 
lishers and advertisers, working to- 
gether to maintain our important 
facilities of communication, will be 
able to carry on in the face of this 
additional curtailment in their es- 
sential supplies of printing papers. 

With this new reduction in paper 
confronting us, it obvious that 
greater emphasis must be placed in 
1944 on the most efficient use of 
available space. Editors and adver- 
tisers alike have a responsibility for 


is 


the proper use of the space available | 


to them, so that every word will 


count, and unnecessary material is| 


omitted in favor of that which is in- 
dispensable. Waste of space either 
in text pages or in advertising can- 


not be tolerated under conditions 


which demand that every printed | 


Ff, 


message be justified by the service 
which it is prepared to render. The 
same sort of care in the conserva- 
tion of space practiced by editors 
must be applied to the preparation 
of advertising, so that the available 
will do the best possible job 
supplying information to the 
public during the coming year. 
Advertising space is a trust which 


space 
in 


| we cannot afford to abuse. 


War, Women and Markets 


The great increase in the number 
of women in war work, as well as 
in the armed been 
commented upon by several market 
analysts from the standpoint of the 
effect which will 
have in determining their attitudes 
toward their jobs as home makers 


services, has 


their experience 


after the day of victory arrives. It 
has been pointed out, for example, 
that a woman who has been en- 
gaged in war production and has 
become accustomed to the use of 
labor saving devices of all kinds 
will no longer be satisfied with home 
facilities which impose too great a 


burden on energy and involve too 
great a loss of valuable time 
Obviously this will build back- 
ground for the merchandising of all 
types of home appliances whic! 
ave me nd 1a »>con- 
enience ne n igement 
While there re many products 
which will benefit from women’s 
war experience, it well to realize 
that 1t may prove a hazard for othe! 
products Take the single item of 
yme production of many food 


products which are available com- 


mercially. The housewife who has 
learned to conserve time, and to 
consider her time as the equivalent 
of money, may find it hard to adjust 
herself to 
part 


Household 


chores 
of the normal 
baking, for instance, 
may be faced with a decline, such 


formerly consid- 


ered a routine. 


as has been experienced already in 
most metropolitan areas, if the com- 
mercial bakers continue to improve 
their products and make them avail- 
able at prices which offset possible 
This is 
manufacturers of 
baking ingredients must find a way 
to overcome, if they to hold 
their markets 


economies in home baking 
a danger which 


are 


These are only a few of the 
domestic 


of 


to be the eco- 


possible changes in the 


The 
will 


. 4 . 
mic position 


scene modifying factor, 


burse, continue 


of 


formed from earners to home man- 


women tre 


’ 
alis= 


agers Unfavorable conditions at 
the 


determining 


time might be compelling 


factor in actual home 
practice, regardless of the 
of the housewife 


new measures of value. 


prefer- 
to 


ences trained 


"When we take the top of the hill, get a load of the view. 


Sgt. 


Frank Brandt in Yank 


it's supposed to be 


world famous.” 


Ad-libbing 


Elevating Mankind 

When things are dull in Manhat- 
tan, it is always possible to pick up 
a good story from the Adler shoe 
stores, which make a point of hav- 
ing all of the kinds of footwear and 
men’s accessories that can’t be got- 
ten anywhere else. Adler, for ex- 


ample, has made a very, very good | 


thing out of the “elevator” shoe, so 
built as to add deceptive height tc 


looked down upon by the Lilli- 
putians. 
Elevator-type shoes have been 


made for years, but the Adler chain 
brought them out in the open, ad- 
vertised them heavily, and carries a 
full line of such shoes as part of its 
regular stock. As a result, top ex- 
ecutives and Washington officials, 
professional men in all walks of life, 
and a liberal sprinkling of South 
American diplomats, consuls and 
such, are on the sales books of 
dler. Most of them, incidentally, 
this painless fashion that they write 
out their own orders, and almost in- 
variably request that the word “ele- 
vator” be left out of any corre- 
spondence, so that inquisitive secre- 
taries won’t know what’s going on. 
(Of course, they know anyhow, if 
they’re any good.) 

In direct contrast to what Adler 
does for pint-size men, is the line 
of Longfellow shoes carried in stock 
for big-size men, with feet to match. 

Some time ago a huge, hulking, 
dusky Goliath of about 500 pounds 


are so cagey about adding height in| 


walked into an Adler store and 
asked for a pair of shoes, size 23. 
And was fitted. Advertising - wise 


Arthur Adler induced the grinning 
giant to walk about the city with a 
sandwich-sign, and later on, 
publicity stunt, took him to the race 
track, and had him accidentally step 


as a 


gently on the toes of a fan, with the| 
result that he was promptly arrested | 


for assault. 
The sheriff of the county jail re- 


ground that the cell entrance wasn’t 
big enough to permit his passage 


The demise of Adler’s dark- 
skinned behemoth was recorded} 
when he swallowed more than a 


pound of epsom salts as a physic, | 


and before passing on to the land of 


eternal watermelon patches, asked 
to be interred with his shoes on 
size 23 

The Adlers—Jesse (Old Man), 
ind Arthur—don’t stop there when 
t comes to outfitting giants from 
regular stock. Shoe widths, called 
Wide - Guys, came in EEEEEE: 
shirts with 38 inch-long sleeve 
lengths are common, and gloves, 


size 12, are no problem at all. 

The Adlers admonish their man- 
agers to impress upon the help that 
today’s easy-spending customer 


| WQXR 
gentlemen who might otherwise be} 


is 


tomorrow’s hard -spending patron, 
and to handle all customers — 
whether they buy or not—with kid 
gloves, size 12. 

All Adler newspaper advertising, 
through Consolidated Advertising 
Agency, carries the slogan for ele- 
vator shoes by saying “Now you can 
be taller than she is.”” The company 
recently launched a jingle over 
which said to be 
plane with the station’s specializa- 


1S 


tion of airing only the classics. The | 
| curious twist 


is that instead of the 
station selling itself to the shoe 
company, Adler had to urge the sta- 
tion to accept its business, and had 
to convince WQXR that the jingle 
was fit for the station’s select audi- 
ence. 

Elie Siegmeister, conductor of the 


American Ballad Singers, was called | 


in to make the final opus for Adler, 
selecting the proper voices to cast 
the “chorale” announcement, which 


is aired on three half-minute spots | 


daily. 

Minus its musical accompaniment, 
the jingle says: 

“Old Man Adler does a lot for 
you, does a lot for you, does a lot 
jor you; 


“Old Man Adler does a lot for 
you with his elevator, elevator, ele- 
vator, elevator shoe.” 


The musical background is in the 
style of an old English madrigal. 


Jottings 

General Mills continues to do an 
exceptionally good job of explain- 
ing its annual report to its own em- 
ployes. This year employes found 
a four-page “special edition” of the 
annual report in their house organ, 
breaking down the year’s operations 
in simple, pictorial fashion, and in- 
cluding a center spread done by 
Don Herold, entitled “Who Got the 
$217,000,000?” 

Dow Chemical Company is per- 
forming a useful and fruitful serv- 


; ice on the employe front by supply- 
fused to lodge the prisoner on the 


Ing a 
Book,” 


book, “His 
employes 


scrap 
to 


Service 


with sons or 


| husbands in the armed services. The 


book is offered in a letter sent to 
employes’ home addresses over the 
signature of Willard H. Dow, presi- 
dent, and is mailed only upon re- 
ceipt of a postcard request. 

This is no bull, or is it THE bull: 
Carnation Victory Bond, bull calf 
donated by Carnation Milk Farms 


on a} 


of Seattle to a war bond sale at Elk- | 


horn, Wis., last spring, was donated 
by his new owner to the war bond 
sale at De Kalb, II, this month, 
and brought a 
from the state of 
bought the animal for the 
Charles School for Boys 
spirited bidding against 
Cheese Company and Bell 
Howell. . . 


Illinois, which 


after 


price of $3,100,000 | 
St. | 


Kraft | posals 


' 


_grams now on the air and types of 


|programs Kansas families would 
like to hear. 
No. 2241. Diversified? 

The Western Producer, Sas- 


| katoon, Sask., has issued this folder, 


| KNX and Columbia Pacific, where 
|60% of its budget has been spent 


attitudes on the number of war pro- 


which maps the publication’s mar- 
ket, tabulates the number of farm 
homes and circulation by census di- 
visions, and gives an example of 
mail response from women readers 
No. 2242. Newspaper Advertising 
in Fort Wayne. 

A report on newspaper advertis- 
ing in Fort Wayne, Ind., for the first 
nine months of 1943 is given in this 
folder, issued by the Fort Wayne 
News-Sentinel. Market data, cover- 
ing figures on population increase, 
retail sales, number of wage earn- 
ers and other indexes are included. 
No. 2243. They Made a Lot 
Money from Some Old Paint. 

Columbia Pacific network has 
sued this booklet, which tells about 


of 


io” 


the development of Soil-Off, its 
venture into advertising, and the 
story of its sales success through 


No. 2235. Test Town Investigated 
Again. 

A survey of daily newspaper and 

Sunday supplement readership in 


the Fresno, Cal., ABC city zone is 
reported in this booklet, issued by 
the Fresno Bee. A map shows how 
the zone was sampled, and g! 
that follow make it possible to com- 
pare the family coverage found 5) 
the survey with coverages of te 
ABC retail trading area as shown 
by audit reports. 


No. 2152. A Collector’s Item {or 
Timebuyers. 

Radio Station WOW, Omaha, 145 
issued this brochure, which it %45 
labeled the first mail map 1 
issued which conforms to all stana 
ards recommended by the ! 
A’s, Radio Executive Club and ‘‘¢ 
research and broadcast adverti: 
divisions of the NAB. The 
coverage map is the result « 
year’s study of mail received f 
WOW listeners in a 12-month per 04 
prior to Nov. 1, 1942. 
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No. 2820. Travelogue. 

The Philadelphia Inquirer 
issued this reproduction, in redu 
size, of one of its issues to take ' 
reader on a “travelogue” throu 
its pages. Makeup, editorial ha - 
dling, features, advertisers and ! 
age figures are pointed out alo & 
the way. 

No. 2186. Our Stake the ! 
Peace Conferences. 

This is one of Business W‘ 
series of reports to execul 
which is reprinted from the pu 
cation’s May 22 issue. It sets f 
facts, figures, problems and |! 
that establish a basis 


in 


&| postwar planning on an inte! 


tional scale. 
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= Two Symphonies a Week— 
To Order! 


n for 

la, > 

it has 

“ T. vr’s a lot of music. Hard enough to write in the white heat of For the National Broadcasting Company's own shows, and 

nd the inspiration. A miracle—when you consider that this music is for the programs of its clients, the creative genius of these NBC 

- - created to order. Yet, it’s being done every week by NBC staff composers Is always available. 

iol composers, In the years that the National Broadcasting Company 

per od Every week, scripts of NBC shows come to their desks. has built up its Music Division to be the best in broadcasting 
Bridges, cues, background music, theme music—all are needed —one goal has been the guide: make music serve broad- 
before rehearsal. All of it must be suited to the mood and mean- casting, do everything possible to enable music to enrich the 

» tos 

duc ing of the program. All of it—whether it’s only four bars or programs heard over NBC. 

ata . twenty-five minutes of solid musie—will probably be played just Careful planning like this, the creation of perfect facilities to 

A : once, and never heard again. meet all the needs of broadcasting, insistence upon leader- 

alo: g And it adds up to the equivalent of two full-length ship in every field of radio —these are some of the things 
symphonic scores a week—every single week of the year! that make NBC “The Network Most People Listen to Most.” 
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America’s No. 1 Network—A SERVICE OF RADIO CORPORATION OF AMERICA 


rl ee 
= *s i =e —— - on i is PE 
ih» A ks © Lee ca 7 5 ae, it A 1 eal aa as ie Y ae va 3 eit ee - = ES, : i 
ated > Siow: “See shee pare ie ’ ea ee ioe AE j ome Ac Sarre (Abe ca : ’ she: E 
een S26 ra aed ee Sng + pe oe : aes en 3 ia ae gine a, ° 
7 aad 7 oe * a < 3 eal = < : - : Lue tae . by, ‘ 4. : a he : * 
x i oe eee i = i . ° hea =a j 74 ea tude = ao . al + Ps tm Ae spe age ve - ZR. ac} > be ~ : ke - : bie 7 4 sae - amacerr = m 
eo : =f 
On ae 
aa fee sg me Oa ae ae bes nent oh eel , 2 a i ” Beis, Se lll eee jie a : ee * aa . a + r ie pint eg iia = iit r a oo ee ty i _ 
a ee is ? , ae ee ' : ery ee ee ieee ge ee cee eR. el Mea + ; 
Be oi? € = ae , : Oe : < i a Tec iat ell . See eee Bie oo ee i ee eee <> be ee | ae 
y 4 pees —_ ie ae. ag. es : ee se ee ae 
. | a ae ee get Be Ys ) ; 
rs x i a PgR ‘ : De Po i 28 ee te fj aa a ae : ; ; per a ee eae MES ate SR eee 
“ ? ae a Se ee : ba $ » ie rae & BB Ra ; Ste Seema : s : ee nee ay ee ae ei # . he, e eyes i eae 
—_ ‘| ae Oe a ae : : Be i eae i Pe pe SN Co peewee Sg ee zee PS: = 
a : f ia R Bra ah ane % ‘ ie aa Bee Bike bei SE ae eae a Teen. y, ‘ Ree eis Sn die sy LENG pa ee ei Jpeg rp 8 > i 
j Ea? ae ee ; a oe oe ga bet cee = __, Bae Se a ee » aig poh BeOS ele Le en i F i . at 
4 ae 7 ye Oe pe ; Pas on ee - , ee eee ae t ’ ee Je egies: ee et Seay wars rete MC SR = See ee y hoe ae 
ry i aes [ee es oe eee ee ee ee ee eee ee ‘an ee a) fee Mi Re Ee il A Re te 5S eae os <a a res 5. 
y be 4 ee ae ee ee ee Se oe ‘Sidi. rn «te a ame” + Nee s a ee ee s Ee, “ae ‘(2 ie ie em 
7 " baie eee id ae ih ee ae, i ae pe py eae ee ae “sma ae Ree 2 al a oe Bee oe Rk fee en a ee ee Cee aime 
en ce ate Bi ge a ee mm ae ca SS Seth REE 7, Ser eae eee Gk are o a a ine Be ug 
; - aa “Ss a | EE iis ae eee eer eae i = ee | Se er , a6 we é ae uy 
é ne ae Tae et, 8 I as ie ae ek oe Tg ie 4 Tee Ss ; Pe ad Ris eS Boo $ ee tig 
“al — i RS 4 ge ailaeiae aul 9) 9. . Aeneas Se Seas ec a i ee a pater ne. ae Re IMM ly ee hg 
eeency oe yy 7 eee «eee ee ee ERIS ae ee ee a OO 8 I So aire ee 
. : ; ga ae Beet ‘ Gi OR J ote wea as a ee ell “ a? . ee ag Re cad RES oe a aan 9. : ae 
DUS ines Fea ee ee ee Bs a oa ee Baer 2 ie WM ow a ia ee ee. iy ge —— : 
Ness ne oi a ee ee Re ok a eo OS wee 
; cs i os i Sen? ers es ieee ea ba eee Cea Se 2 ee ee eat ie | ae eter ‘4 sig bi hea eS E sical 0) og aeaaaeal 
a a aaa Re ae i. BR a Game aa etme iw 7 ar) oe 4 fo = a a poe Rs a Z ae 
ey eS feo 4 ’ a ae Bs Bee £2 ee dle ee ae "eee ee ae ee i ‘ ong _— . es 
i og eohe: ay ee eet” - Re oh 2 ES ra ee ea ae. eat so “Cameo. + a een ' SON! a es te j a si a 
i J ~ be * Mal Sn Se a aes peer coe weg ce eon di <e bee ane ee sia . ee a Ms ‘ pa Be ata 
a ee. ee.) Ce. sei oe Ge ee se i. a Bi. a: er sii eee i a See a ee ie s . he 
: ee — 2 = oF :l le. ia om ee eae — = ie. eae 4 a , 
oe: ea an a : eres”. ee ae a ee a ee: ' I aia ss 
Pd on a cae i. ee ed . a | aie es ‘ ee a ee ‘ . ee é — & ar “a 
, i i aoe ee. ei ig ; Lee , +e ao aie § iw. Lie a : iia: , Be RS 3 , 
¢ ers i a ae” eee ie ee | ae aa eae - - ¥ gp. re a : : 
, is tim eae a ae ee | ORR wil “i ro a 
- i - . y x . fe laa Bes es 4 y a aes ‘ se ae SERPS dt ¢ we % 3 co ie jal) aun ee ns eS Se ¢ 
+s > = , teas ait Osi le we” — al , Oi, 3) Me! a 7 
, @ ee ee : F: wes = | ee a ee a, ae aii . = Rh i Saige. SPO TTR Saas, “ae 
4 ee age © ee! , gy ge ¥ « , ——— Sa ee ge 
4 a us ae PY. . EE wiht x 4 P SS % (i re "i 
oes” cs ek, Se fa ee # a ye ee * te Sa. "7 
_ sleek ices Nias 7 . 
a Fa see ee i is oe of : geet... 2. 
qi + ie : i Pe om bt m % a, ae ee ’ a “ oii 
7 ae LS ™ : onl ad “ - BP ce i 7 
q ce ae ae sl a. ane Bes oS a 
— 4 eX coe ” i hae ; ae : “qe “tap : e is ao : 
= ex mae: a WO ne, ' = i iil * z ¢ ae : baa . 
a FO F “me” & 3 “ sri : pia a 
a ae on 7 vA e = aes ‘ai cae ees ys 
be i eee eee # od 7 i. we i i basis 2 
ee ee e i i ee 2 
Bera Pee eee. “5 oa 4 i ee es ae eo eae 
Es oat pee Ne eae: tin. “ ® ye % _ es eee Rites ee ts 2 Pegi 
gle tea i Lae Fe Nhe, fm % % — Be a | ESR ae? ae é ie 
ie Eos bie. cs =F hae SS re 5 
a wn w fa me ge: ham a. : Sse & — a eT aa : 
a Pesca So Bi ais ag, eae r Sip: ee" 0 = ; 
ane a Bs ite ie me —s . atige ” a - - i i om Ss ” | 3 
a eee ee Ee a ee ame i &. ‘ _ PS ; ea + . ae : ce 
e ag Aten - ee is i Se i : ‘ xs ee ‘ ee y i 
Sg ee Re A ees “ Bite, % . 4 F ix te ty Pe 
a 2 ee Babee es 4 “ : a & te . ~ , a 2 3 as : ‘ < ee ; 
+ fig te = 3 OS oe pees ee gt kas x ; ie, * te e, s %. * oo: a ase Bee? i ae ; - Re 
aa —. Of iG 5 “a % ries le « i, Sees er “ee 
; : Bc P 4 , fy ht» 4 , oo /S a oo ‘ f Py ie ‘ sgh See te pis es? 
* ay o 7% y : , ; git i : = 
Cl Gq xs we (el) : } ‘ 9 i Maas ' bie 
re : f * #7 % ee My : “ See on ks 4 ; a a 
ete F 7 7 4 “ be Be — 3 ie i e 4 E P Sy : eee — a) 
ap — | - woke Fe ~~ “ ‘ ee a Sr Al Ss 
a Pe — 8 }§=— ‘ \ oe , ih ——— es gas ie 
/_ ee : “ Be San Pe ~~ Sy e és SF ge Oe tear d : ces 
‘ a es : ie ‘ m, ‘ & ite. SEP tis be aa 
» aoe 4 —- : ¢ |] E, B le se, a mat en re de? ot m 
—— es . - Cc , § a eagle a* - ge I ot Me ne me 
> a az aa pe rd * s Xe Fs wad ae > oP 
a 4 a —— tt - —- vine i 
fe i ae a af ; ee ae nee ae F ot he: 4 Oo amon - 
he 4 3 i ’ ee 6 , 4 . Se. ey ‘YS } “i > Pe , 
% 4 ‘ae ‘ 4 a ee cae RS iene ~ ’ : i 
t oa F gga f a a i ee ee Ba mn f fi ‘ 
Ev a: > an oo 3 Ae . a" a - : 7 
: ae ee Be eas : Pe ae ¥ wae ise ee Bens pies ae a A i x 
. oe é E i: ‘ ate ; _ - Cw 8 Bee SJ ~_< %, (> : 
> ie i nen te «2 ; 
‘ ee ee a ae ee ee ee ie ang z abs. sen “ oat eA . 
oo a Se OE Wy ao ; _ 
Mee ala i a ee a ee oi: — oe : ae gee et a ce ie ee ; — “2 ae 5 ne ; 
Z ‘a wee 4 t es ae 5 ; gl be Bs oe ‘steps gem Gi Bee bi 7 poy ie Cage Pe ig cee a . 
oe Bee ee ‘ og ee Some 4B ee i te pa Pi en ge eas an 4 Sm en ‘ 
: hopes te ee. 3 ie ip pe Os Ree ee: ee Te a ’ et y ne”. : 
ee Oy j a EF ae oe ; ‘% ee -. * J EG eee Bree. t= ms age ar he eat 
a , Oe Ec Sate ie al % es Serre ge Le oF hi, le en : on a io ep (pg 
% Z a 4 $ SS i ie era ee : ee i eae > paee i Bk Se ae %, - ye Me 
¥ Bee if ey a *% OO iy : 3 a iste Rie is ee ee <2 ’ ge won o - : 
, d : Be eo 4 ri OS ie is j sa we y bee Se s¥ » of * fe is 
4 a Say ie 8 ae 3 2 tie a x a 5S a e 
E> ee 5 t, ee - . ae ine S ae av” ~?” fie 
\ é Sais Ps Se Bic a $ $ Ee is 3 Z é wage de: BE 7 ¢ o _ 
a... ie Ree rer gs 5 : a , ee : Segoe a oe ee - 
as ie ae Ps, «ee Bee. % Fg Geo pe aoe. ae Spies ane ee 7 * »% 7 
‘ai & "tae ; s ‘ z # ae Be og teeter | cia Senge ga . oo 4 t Ao A+ eee > 
Pee of i. : ; ‘ tee f OG Pi Sees ae, : (Se Ce AS : wg ss 
: eae ae *; ee ES Be eR ed as SO See rae eae a ”) aaa a X ; me on i 
‘ eS 4 eae P aa e ee Ep iy, ees BR hy ame a ‘ati & tk es * Se LZ ae, - Y 
: cee ‘ d iy aia is ae! See Ee ‘ ; s “Se oa . : 
: : | ee ‘ . es ee ‘ > Wik ZS: 
: ; Sg es <a ee ae ; oo ete ‘. se 0 Lt LA ALe ; 
a ‘ : = oe Ti St “ae <. nae % we se . cs A sy 
a re g 2 ’ ¢ ‘ A ‘ aie % 4 - o) & Oi a 
Sa é 1 OE ek PBMC Ce gr's ee es - a > my Ce ee a 
4 “i 
“ae 
ieee 
a 
- 
q 
; 
re 
= 
aa 
eee 
ye 
aa 
= 
_— 
i 
a ae pe 
7 
eA 
Py 
ie 
ae 
vy i can 
oe 
eee e 
: ear. 
+ cl 
~. gta i 
- : oS 
Pi ee Ne i. c 7. : FLA. eek a : 3 : ’ ; ' ie ery +...) re 23 we ee PS a: PAS. . Par. oy : “Beha 4 arias rats wes y 
s beet ee ase sf € ae eee A VAR a ee ss a oe ies ed re eg Lek. Ane enc aes 2 Site Y de 2 ay Ee . eee eee ky ed, mee: 
coe Sale Ee mS OE Ce MN See ae" Ans be dw year Te Pe ae ote + oe P i ae Mica ete gy ae ES eres 
ee ee : - 6 ae: eta a a and wep Sg ee «ae . Ses ee ot Fe Seat eS S ree 
LS ci ou ONE. aah ny. | te Bie cle Mee Say Bigs were PN ie es bl, 
‘ 24, wt ic ses . am, “oe oe Bee As. tg aoe _ A ia = — |... 
EEE ERE SEES A ELS DLE nl ee ne ‘ - ‘eel, 2 


Sal “Tk is a struggie for maintain 
the world that form and 


ing 

: e : substance of gov ernment whose 
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Oe condition of men—to litt artificial 


a weights from all shoulders; to clear 
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oa" ae 


yt. 2: 
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; . Bs the paths of laudable pursuits for all: 
ion to afford all an unfettered start and 


ye , fair chance in the race of life. 2 


- 
oo 23 
y S It is the voice of the man Lincoln. The occasion: A special session of Congress, July 4, 1861. 
y * Almost 4 century has passed _,, yet the years and minds of men have brought no clearer 
Ree : 2 statement of the doctrine of real democracy - 
: 4 If this war ca" be considered worth its cost—then, in the end, the hands and hearts 
_* J of men must be free- Tyranny - - enslavement - + - restriction of rights . +> these must 
a : have 10 part. One day, te? million men will return to ask ‘What have you done with 
ek ag what | left you?” The right of opportunity for all must be our answer. 
; THE SATURDAY EVENING post 
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HE Right of Opportunity in a genuinely free 


society is the hope and dream of every real 
American. It is the right that we work and sacrifice 


and fight to maintain. 
War brings confusion to the minds and hearts of 
people. War brings restrictions—limitation of rights. 
We consider it our duty to help make sure that 
when war is done there will be no limiting of this 


mm One right that is the life blood of democracy. 


Lincoln defined it—in direct, simple words that 
mm vc believe are more significant today than when 


may 6‘1cy were uttered almost a century ago. 


This historic and plain definition is the keynote 


' of a series of advertisements now appearing in The 
saturday Evening Post. 
If the Right of Opportunity —this important 
P| ‘merican birthright—is to be maintained, it must 
¢ spotlighted, explained, defined for all to see and 
oderstand. 


If you would like to help spread this philosophy 
of Lincoln—please let us know. 
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Dugdale Elected 


H. K. Dugdale, executive 
president of Van Sant, Dugdale & 
Co., Baltimore, who handles the ac- 
count of Fram Corporation, East 
Providence, R. I., manufacturer of 
lubricating oil filters, has been 
elected a member of the gram Cor- 
poration’s board of directors. 


BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


WILLIAM BALSAM 
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? _|F ormica Throws 


‘Spotlight on 
Laminated Plastics | 


Cincinnati, O., Oct. 29.—Tomor- 
|row’s transportation developments 
|in both aircraft and motor car, 
levolving from the wartime use of 
Pregwood for propeller blades, were 
highlighted here this week at a 
three-day meeting of the Formica 
| Insulation Company. Wartime and 
/postwar research developments in 
|laminated plastics also received 
| widespread attention. 

D. J. O’Connor, president, dis- 
closed that while the plant has a 


|ten-month backlog on war orders,|the Formica management to con- 
| largely for the Army air forces, the| tinue its research and facilities for 
| production of a specialty in which 
lof war, it is important to have at|it gained prewar recognition. 


| management believes that “in time 


|} least one eye focused on the even- 


tual return of peace.” 
Company, prominent in the lami-| 
nated plastics industry, is currently 
grossing $60,000,000 annually. 

The engineering staff is giving} 
special attention to the speed-up of 
production through increased treat- 
ing capacity of virgin materials, Mr. 
O’Connor said. A facilitated “re- | 
drying” process, which would fur-| 
ther increase mass output, thereby | 
enabling economies in operations | 
and speeding manufacture, is being | 
developed. 

The War Production Board, on 
the basis of high priorities, is also 
allocating some material required 
in manufacture of laminated plastic 
parts for electrical units and gears 
for civilian use, which is inspiring 


A technicolor talkie of Formica’s 


The Formica | 


re 


processes and applications was 
given its premiere at the confer- 
ence. The film will soon be avail- 
able for showings by regional rep- 
resentatives to engineering students 
and others. 


‘Must Keep Production 


High, Adams Declares 

Only by maintaining production 
will it be possible to solve the 
problem of unemployment in the 
postwar period, James S. Adams. 
president, Standard Brands, told 
members of the Newspaper Repre- 
sentatives Association of New York 
last week. 

The war has enabled industry 
to demonstrate what it can accom- 
plish, given the chance, Mr. Adams 
said. Full employment is impos- 
sible unless production is great 
enough to create a demand for all 
available labor, he added. 
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GLASS FROM JEANNETTE, FORD CITY AND OTHER SUBURBS 


—_____World’s Largest Manufacturer of Glass 


They don't mine gold in Pittsburgh's 
Golden Triangle—and they don’t make 
Glass in the city streets. For unlike other 
metropolitan markets where manufactur- 
ing is mostly confined to the central city, 
36 out of 37 Glass Factories in the dis- 
trict are located out in Pittsburgh's 144 
suburbs, within 50 miles of the Golden 


Triangle. 


~ 


circulation. 


That's where the big War Boom is tak- 
ing place. That's where the BIG Peace 
Boom will take place. 
of 10 factory workers live. And that’s 
where the Post-Gazette is FIRST in daily 


circulation (over 50‘, 


‘That's where 7 out 


more coverage than 


either of the other two). And remember, 
please, the Post-Gazette is second in city 


PITTSBURGH POST-GAZETTE 


REPRESENTED NATIONALLY BY 
PAUL BLOCK AND ASSOCIATES 


: Gj 
( ne of [. Great ; 


Vew York «Chicago + Philadelphia+ Boston + Detroit «San Francisco+ Los Angeles « Seattle 
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Advertising Age, November |, 1943 


Dairy Head Hits 
‘Scarcity Sharing,’ 
Urges Production 


Chicago, Oct. 26.—Sharing 
ity—instead of stepping up 
production and_ distribution 
moving the nation “in the di 
of a diet of ‘roots, fodder and 
stitutes,’” O. M. Richards, g 
manager of the American 
Association, warned here yest; 
before the Grocery Manufact, 
Sales Executives. 


are. 
food 
— is 
‘tion 
Sub. 
1era] 
Jairy 
rday 


“We are not a starving nation 
but we are rapidly becoming a hyp. 
gry America,” he said. “We ge 
ham and eggs, butter for breag 
steak and beef roast gradually 
shrinking.” On such basic foods ag 
meat, butter, cheese, milk, fruit 


vegetables and grains, he continued 
today’s price relationship and ne 
farm income on these products are 
unbalanced, with the result that 
proauction of low farm income 
products naturally suffers. Neither 
rice ceilings nor rationing is a 
| solution to shortage problems, he 
| said. 
| “To meet today’s situation is to 
| curn to production—production and 
| hen distribution of foods in keep. 
| ng with the American way of doing 
hings,” he said. “This is where 
sostwar planning begins—and be- 
| sins now. Waiting until ‘it’s all 
| »ver’ may be another Pearl Harbor 
| —too late and too costly, too. Food 
habits might be permanently 
*hanged. America’s memory and 
ippetite might be divorced from all 
| we know in the food business. The 
liet of ‘roots, fodder and _ substi- 
tutes’ of international planning 
might be forced upon this country 
in place of the American dishes of 
meat and potatoes, bread and but- 
ter, ham and eggs, desserts and the 
zood things of life. ‘Sharing scarc- 
ty’ is the road away from the 
| American ‘way of life. Production 
of plenty is the insurance and pro- 
tection.” 

Mr. Richards urged the food in- 
|dustry to get some phases of its 
| postwar planning under way now, 
n order to hold public preference 
for accepted products by trade name 
and reputation; to win a better pub- 
lic understanding of the industry’s 
wartime problems; to guard against 
undermining economic forces and 
movements designed intentionally 
or otherwise to destroy the Ameri- 
can way of life; and to make it 
easy for the country to turn once 
again to free enterprise—the 5th 
freedom. 


Sardik Food Products Corpora- 
tion, New York, processor of dried 
and dehydrated foods, has appointed 
Hill Advertising, New York, to 
handle its advertising. Plans in- 
clude business paper advertising 
and consumer campaigns in test 
markets. 
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18 
Eastern Railroads 


to Launch 4th 
Series of Ads 


| copy themes, as well as synchroniz- | 


The eight participating railroads 


|ing their schedule of insertion dates.| are New York Central (Geyer, Cor- 
|Each road will run the copy under | nell & Newell, New York); Boston 


its own signature, thus preserving | 
its individual identity. (AA, Feb.| 


| 22.) 


Theme of the opening insertion | 


& Maine (Harold Cabot & Co., Bos- 
ton); Baltimore & Ohio (Richard H. 
Foley, Philadelphia); Lackawanna 
(Federal Advertising Agency, New 


New York, Oct. 26.—Eight of the| will be the “bigger job ahead,” in| York); Erie (Griswold - Eshleman 
nation’s major eastern railroads will| which copy deals with the Army’s| Company, Cleveland); Lehigh (Cap- 
begin the fourth series and second | transition from defense to offense, | les Company, New York); Norfolk & 


year of their coordinated advertising 
program in newspapers the first 
week in November. The series will 
cover a six-week period until mid- 
December, and following a three- 


week interim favoring Christmas| 


season advertisers, the campaign 
will be resumed for an additional 
six weeks in January and February. 

As before, the participating roads 
will adhere to the slogan, “One of 


America’s railroads—all united for | 


victory,” and will use their own in- 
terpretations of agreed-on wartime 


| 
'on the railroads in transporting per- 
| sonnel and paraphernalia of the mil- 
itary in addition to caring for civil- 
ians. Themes for following adver- 
tisements have not yet been decided 
upon. 

The coordinated campaign will 
run in large space in approximately 
475 daily and 700 weekly news- 
papers covering about 1,000 com- 
munities, including large cities and 
small towns. 


calling for ever mounting demands | Western (Houck & Co., Roanoke, 


Va.) and Pennsylvania (Al Paul 
Lefton, Philadelphia). 

The original group comprised 12 
railroads which inaugurated their 
initial campaign in October, 1942. 
Since then Delaware & Hudson, 
Reading, Chicago and Alton (sub- 
sidiary of B&O), and Chesapeake & 
Ohio have withdrawn. The first 
three played but a small part in the 
coordinated setup of the railroads, 
while C&O, with changes in man- 


agement and appointment of a new 
agency (Kenyon & Eckhardt) has 
been running its own series of ad- 
vertisements aimed at keeping the 
railroads free of government con- 
trol. 


Names Representative 


Public Works, engineering and 
construction magazine, has ap- 
pointed James M. Wells western 
advertising representative and in 
charge of the company’s Chicago 
office. 


Two Join Katz 


Ralph P. Campbell, formerly with 
J. Walter Thompson Company, and 
Warren M. Morton, formerly with 
Wm. J. Morton Company, have 
joined the New York sales staff of 
the Katz Agency. 


HUTZLER BROTHERS CO. 


1943 


JOHN ELMER, President 


found thot it's easy fo sell 
when you buy WCBM 


a FREE & PETERS, INC. National Representatives 


Many of our advertisers have 


GEO. H. ROEDER, Gen. Manager 


4 MARYLAND INSTITUTION 


This impressive building, virtually a city in itself, 
is HUTZLER'S, 1943 — Maryland's oldest and also most 
modern Department Store. It began 'way back in the year 
1858, when the Hutzler Brothers opened a small shop on the 
southwest corner of Howard and Clay Streets in Baltimore. 
They knew "the little things from which great business grows” 
and they introduced these courtesies and ideas and passed 


them down through the years for timely improvements. 


A 
<> ~'> 
‘ -m 


HM tater’ s have just renewed their WCBM contract 
for the 12th consecutive year. We are proud to have had a 


“voice” in the progress of this great Maryland Institution! 


the BALTIMORE 


BLUE NETWORK 


HUTZLER'S, 1858 


OUTLET 


Advertising Age, November 1. 1943 


HERE—AND THERE 


Among the Missing’ 


Absentee = = Ove Mere 
“Among the Masing Over There 
Teo Much Seturdey . Over Here 
Monday Mourning Over There 
Chea te Chose Over More 
Dust t Dust Over There 
Whe Hend . Over Hore 
Busy Chaplains Over There 
Weeted Meus, Over Here 
Wooden Crosses Over There 
Give Your Anewer. . Ove Here 
To Your Comrades Over There 
Til it's Over Over There 


Bey Bome/ 


@ Products. Inc 


THOMDSO IRCRAFT PRODUCTS CO 


A at Ae et ee ts a 


What we can do over here for victory 
over there is told in this Thompson Prod. 
ucts newspaper advertisement, which 
completes a list of rhymeless couplets 
with “Work your head off and buy 
bonds. . ." Griswold-Eshleman Co, 
Cleveland, is the agency. 
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Johnson & Johnson 
Looks Ahead to 


Postwar Expansion 


New York, Oct. 27.—Advertising 
will be an essential requisite to the 
development of business in the 
postwar period, Arthur B. Hill, 
vice-president, Johnson & Johnson 
told members of the Affiliated Chain 
Store Association here last week 
pointing out that training of ap- 
proximately 11,000,000 Americans 
in first aid during the war is a 
most favorable factor for the peace- 
time future of the surgical dress- 
ings industry in this country. 

The war has given the American 
public a new appreciation of the 
need for adequate care of even 
small wounds and injuries, he said 
emphasizing that this will result in 
millions of new buyers of surgical 
dressings, increasing substantially 
the unit sales of such products in 
the postwar period. 

“We know that we will have t 
seek business then more aggres- 
sively than ever before,” Mr. Hill 
declared. “We plan to expand ow 
advertising and our specialized de- 
partments after the war. Even now 
we have just recently set up a spe- 
cial industrial division in anticipa- 
tion of a continued increase in the 
volume of surgical dressings used 
in industry. Our sales organiza- 
tions will be increased so that we 
can take advantage of the mass 
markets for our products.” 


Cigars Getting Scarcer 


The civilian smoker is finding it 
increasingly harder to obtain an 
adequate supply of his favorite 
cigars, according to the Cigar Insti- 
tute of America, which reports that 
home front sales of lower-priced 
cigars declined even more notice- 
ably in September, as compared 
with a year ago, than in the pre- 
vious months of 1943. Chief reason 
cited is that a considerable propor- 
tion of available cigar supplies 's 
being shipped to soldiers overseas 
Another major cause is the critical 
shortage of manufacturing per- 
sonnel which continues to lim! 
production. 
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SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, end 
passed on from shift to shift — 
each copy working 24 hours dally 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * THE &® * 


JOURNAL - COURIER 
NEW HAVEN, CONN: 
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>| it’s as simple as» -b-c 
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ip THE ABSOLUTELY LOWEST RATE 


PER PAGE PER THOUSAND IN THE 
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RATE PER 
PAGE PER 
~ THOUSAND! 


That’ . all! ! That's plenty! 
ws That's why the iDEAL 4uy TODAY 
is the IDEAL WOMEN’S GROUP! 


‘ THE IDEAL PUBLISHING CORP., 295 Madison Ave. xo. u%.0 
|] “OVIES . MOVIE LIFE - MOVIE STARS PARADE - PERSONAL ROMANCES 
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We hear a lot about manpower shortages. 


But we don’t often hear about the important job 
advertising is doing to bridge the gap. 


{uring 
m Jaced ( 
Pages P 
cations. 
Sources: 
Bureau 


arketing: * 
{ndustrial Markets 


Reports: How? By talking directly to the Army of Produe- 
tion and Distribution that will determine post-war 


markets. 


The advertisers in business publications have heen 
increasingly aware of their opportunity to help the 
men who are planning the production and distribu- 
tion for post-war markets. They know that today 
advertising is the most efficient way of passing 
information ammunition from the hundreds who 
have it to the thousands who need it. 


1000 PAGES 2000 PAGES 3000 PAGES The readers of business publications are eager to 


oH | IRON AGE (W) 3,8217 learn all they can about new fabrication methods, 


. ; new products, new ways to cut maintenance costs. 
Sara) AMERICAN MACHINIST (Bi-W) 3,3167 lay’ 
Not only to solve today’s problems—but to pro- 


vide a backlog of data for the coming task of re- 


Ba} AERO DIGEST (M) 1,953 o 
+3} MODERN MACHINE SHOP (M) 1,918 


MACHINERY (M) 1,899 

MACHINE TOOL BLUE BOOK (M) 1,862 

AVIATION (M) 1,861 

Oil & GAS JOURNAL (W) 1,7877 

baU'R | ENGINEERING NEWS-RECORD (W) 1,783* 

SARE | BUSINESS WEEK (W) 1,734 

sara | FACTORY MANAGEMENT & MAINTENANCE (M) 1,668 
IK] TIME (W) 1,538 

MCS | CHEMICAL & METALLURGICAL ENGINEERING (M) 1,507 
LEX | MARINE ENGINEERING & SHIPPING REVIEW (M) 1,503 

MILL & FACTORY (M) 1,424 


“7 
| newswex wise 
19 | CCT 
20 | CCA 
n 
Bl unwias sd 
23 | ECT 

1 

P| PURCHASING (W) 1,106 

26 


wee) MILL SUPPLIES (M) 1,035 
rim) COLLIER'S (W) 1,017 
yi | TOOL ENGINEER (M) 1,012 


Kita | MACHINE DESIGN (M) 996 


designing for peacetime manufacturing. 


- NOW let’s look at so 


HELP TO THE READER is the keynote of successful industrial advertising. Here are typical 
results obtained by manufacturers who are using the pages of business and technical papers to pass on 
helpful information, Production and distribution lines are hungry for useful data. a own. files 
contain information they need. Put it into your advertisements in the business papers they read for 
help to solve job problems—and watch your advertising results climb. 


2,200 REQUESTS FOR DATA BOOKS 


The Meehanite Research Institute of Pittsburgh 3,000 BOOKLETS MAILED IN 8 WEEKS 

offered specific help to readers. The kind of help pe 

they look for in their industrial papers. That’s why Baldwin-Southwark, Division of The Baldwin Lo« 

requests came pouring in with jm 3 mail. ‘ motive Works, Philadelphia, had 96 companies 
day writing in for copies of the helpful bo 
offered in this advertisement. 


or GRINDING Face 


Notice the predominance of business and technical 
publications in this list of the 30 leaders. | 


McGRAW-HILL 


Network of Industrial Communication 


1,800 INQUIRIES ON NEW PRODUCT 


1. P. DeSanno & Son Ine. promoted a new type 
of grinding wheel, not by talking about the product 
as such—but showing how the product could help 
the reader. Result: sales jumped 622° in one year. 


American Machinist 
Air Transport 
Aviation 

Aviation News 

Bus Transportation 
Business Week 


THIS AD PULLED 3,387 INQUIRIES 


The Landis Tool Co., of Waynesboro, Pa., hit the 
jack-pot of responses with this factual advertise- 
ment. The readers of four industrial magazines 
kept sending in for copies of the booklet 30 weeks 
after it appeared. 


Coal Age 

Chemical & Metallurgical Engineering 
Construction Methods 

Electrical Contracting 


Electrical Merchandising 
Electrical West 
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ADVERTISING TREND — 


expediter for war production and — 30 tzavie pusticarions 


The 30 leading magazines in advertising pages for 1941, for 1942 
and for first 6 months of 1943 were used in computing this trend 


today’s weapon for post-war sales _ ” 


130% + x 
100% REPRESENTS . 7 
125% ADVERTISING 


Case Studies of Successful Know-How... Aigammkety 


115% 


Advertising Campaigns sal 


105% 


Bee 


il job 
DO YOU WANT to build an industrial campaign that will pull immediate 
response from men too busy to bother about anything but their jobs? Do 
odue- vou want to break ground for post-war acceptance of new products? 100% 
it-war Outstanding advertisers haye helped us prepare Case Studies completely 1941 1942 1943 
analyzing current campaigns—illustratmg and discussing each one in *Projection of Jan.—June 1943 figures. 
terms of problems, advertising objectives, sources of information, types of 
been media used, and results. 
Ip the lo enable you to dig more deeply into the subject, we offer three additional The above chart clearly shows the growing realization among 
tribu- free besktete: manufacturers that advertising is the most direct means of 
bodies FOR ADVERTISING MANAGERS getting urgently-needed information to the greatest number of 
‘ ; 
ey oe ay : . ™ ’ : veople in the shortest possible time. Whether consumers are to 
issine The Advertising Manager on Industrial-Information-Please” contains brief people in the short ¥, = ‘ cay . 
digests of campaigns that feature help-to-the-reader copy. It includes be taught the essentials of nutritious meals, or war workers 
) who advertising designed to develop post-war markets. how to operate turret lathes—one helpful advertisement does 
FOR TOP EXECUTIVES the work of thousands of personal calls. Advertising is our 
rer t F most important artery of communication for messages that 
rer to eS rea a ee — é 
The Top Executive ¢ oes to War” analyzes advertising from the standpoint must be transmitted at maximum speed. 
hods. of broad company policy. 


costs. FOR SALES MANAGERS 


) pro- “The Sales Manager Faces the Minus Quota” summarizes methods of using 
advertising to help hold the good will of customers and keep salesmen on 


of re- . y SO Rep Bere te 
their toes in spite of priorities and allocations. 
\ll this material comes to you as part of the MeGraw-Hill services—to 
promote a better understanding of the vital part industrial advertising Cc ~~ 


plays in the war effort and in building post-war markets. 
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OVER 175,000 INDIVIDUAL REQUESTS 
Allis-Chalmers set an all-time high with their indus- : 
trial advertising campaign on maintenance. In addi- 
2,093 REQUESTS FOR THIS BOOK tion to the copies requested by Industry, more than 500 INQUIRIES A MONTH FOR REPRINT ADS 
lhe American Mutual Liability Insurance Co., of 35,000 copies of the handbook were requested by Generel Electric's book ic cmaly a reusiot of 12 adver: . 
Koston, featured a service on accident prevention uublie utilities, thousands were used by Army and amen eth Santinn Aechenine shat . eared in 1942 
id elimination. Each time an advertisement Rows training centers, and colleges and vocational Vea when 0 I ee aan oll = bend ” pieton early ra 
ppeared, from 200 to 500 prospect-contacts were schools used them in engineering courses. re oe ees oe ee : fh pans 
i‘ if heir |i sie © © 1943, and advertised just once in four industrial maga- 
ded to their list. zines, it pulled over 500 requests a month for several 
months. Those are the results helpful advertising gets. 
a 
— 
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NGIN H Advertisi = owing Case Studies and book : aw York 18, N.Y 
RI ing do a bigger job to hel ss On how to make Industr; ; 
i TA , ! d lelp the war effort baad as ndustrial 
00 VARCEYA | 4 Allis-Chal M Protect post-war markets 
, y ' mers Manufacturing C; 
; : 7) ' Westinghouse Flectric & ~ John A. Roebling’s &; , 
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Buy Radio Time 


Hastings Company, men’s cloth- 
ing, San Francisco, has bought a 
half-hour music and variety show 
to be broadcast over Station KPO 
for six weeks, Nov. 13 to Dec. 18. 
The title of the show, which will 
feature interviews with service men, 
has not been chosen. Evers, White, 
Los Angeles, handles the account. 


Besly Appoints Evans 

Evans Associates, Chicago, has 
been appointed advertising counsel 
for Charles H. Besly Company, 
manufacturer of metal cutting tools. 
Industrial publications and direct 
mail will be used in 1944 under the 
direction of Everett Addoms, Evans 
vice-president. 


STANDARD | 


STUDIOS INC. 
540 N. MICHIGAN AVE. + CHICAGO 
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GMA Conference, 
Nov. 3-5, Features 
Industry's Leaders 


New York, Oct. 26.—The Grocery 
Manufacturers of America will hold 
a war conference here on Nov. 3-5, 
to discuss plans for the processing, 
preserving and packing of huge 
crops which are expected this year 
and next, according to Paul S. 
Willis, president of GMA. 

Vital operating problems of the 
industry, and its basic strategy to 
meet war demands will be dis- 
cussed at the all-day closed meet- 
ing on Wednesday, Nov. 3, expected 
to be the most important session 
by many food men. Only members 
of the organization will be ad- 
mitted. While both the morning and 
afternoon sessions on Nov. 3 will 
be closed, the luncheon will be 
open to all, Mr. Willis said. In 
keeping with the times, the manu- 
facturers have decided against a 
dinner, which for the past 34 years 
has been a feature of previous GMA 
meetings. 

Fay Hunter, who is in charge of 
the food processing industry phase 
of the War Manpower Commission’s 
program, will discuss this problem, 
and leading GMA members, who 


have made a special study of man- 
power conditions, will also speak on 
the subject. 

One of the points which will be 
brought out strongly, Mr. Willis 
said, is that food processing, while 
technically ranked as essential, is, 
in fact, not given full recognition 
in Washington. It is the aim of the 
manufacturers to gain full appre- 
ciation of the importance of the 
industry by the necessary officials. 

War Food Administrator Marvin 
Jones will discuss his plans with 
particular emphasis on the produc- 
tion prospects for the balance of 
1943 and for 1944. The outlook for 
machinery and supplies, and an 
analysis of the container situation 
will be reported by Lee Marshall, 
deputy administrator, WFA. Mark 
Upson, a GMA direetor and now 
director of the Office of Transpor- 
tation, WFA, will discuss the grow- 
ing severity of the transportation 
restrictions. GMA members whose 
advertising has contributed greatly 
to the “Food Fights for Freedom” 
campaign will hear a progress re- 
port from Vernon Beatty, adver- 
tising manager of Swift & Co., now 
on loan to WFA. Chester Bowles, 
general manager of OPA, will also 
address the conference. 


Nielsen to Report 
A special study of the effect of 


government regulations on _ the 
movement of food and _ grocery 
products through retail channels 


will be reported on by A. C. Niel- 
sen, market research specialist. 


ISTWAR planners pop up everywhere. But 
most postwar plans are as vague as the Milky 
Way. Harassed sales managers, with little to sell 
today and much to sell tomorrow, wonder how to 


start planning to move all that their companies can 


produce when peace arrives. 


Yet right in the middle of America, perched on 
25% of the nation’s richest soil, buttressed by a 
sound, diversified industry, is R & T lowa—one of 
America’s 20 top markets today and surest of all 


to be America’s steadiest market tomorrow .. . 


salvation for sales managers. 


(/ 


\\y Whe Great Sate off 


How to get a Blueprint 
of a Choice Cut of Postwar World 


The wealth of lowa comes from its sun-kissed, 
rain-drenched soil. But it flows in a rich, unceasing 
current through the cash registers of Urban lowa 

.. Spreads its stimulating force through the solid, 


stable towns and cities where the best sales pros- 


pects are readers of the state's greatest newspaper. 


If you are fidgeting around, trying to decide 
where to start your postwar planning—concen- 
trate on the stabilized postwar market, R & T 
lowa. Make sure you get your share of that... 


and you won't have to worry so much about the 


uncertain world elsewhere. 


on your newspaper list 


= 


R & T lowa is the one of the nation’s 20 
best urban markets not found in the 50 
largest cities. Make sure R & T lowa is 
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A STATE-UWUIDE URBAN MARKET . 
BY A STATE-READ PAPER ...THE 


- COVERED 
ES MOINES 


Sr7bune 


CEeLeTIvATrR 100A 


TODAY. 


FOR CULTIEVATING 


10WU A ALWAYS PAYS 


'SWAP' DRIVE 


= — -_—— —$ $$ . " 
ZMA ~ 


SWAP your idle ‘indie 


} 
appliances for War Stamps  _ 
| 


eed oe reer Mite tneieie epee: em theme ete 
poe ee Oem ee neg eet ee tee) 


° Bach yew dle epphenies te row 
om we cee te Hertel Deaton dsptezing thes sgn 


the swar ote 


i 


This is the first of a nine-week series of 
large-space newspaper advertisements 
Commonwealth Edison Co. of Chicago 
is using to urge the public to swap dis- 
carded or out-of-service electric appli- 
ances for war stamps at stores partici- 
pating in the plan (AA, Oct. 18). 


COMMONWEALTH EDISON COMPANT 


The GMA has chosen Sir John 
Boyd Orr, British nutrition expert, 
who is largely responsible for im- 
proving the nutritive quality of the 
English diet in the face of wartime 
food shortages, as the 1943 recipient 
of its annual award, Mr. Willis an- 
nounced. 

This is the first time in the his- 
tory of the organization that the 
| recipient of its award has been dis- 
| closed in advance. The presentation 
| ceremony, which will be broadcast 


over a two-way transatlantic hook- 
up by the Blue Network, will take 
place at the association’s war con- 
| ference. 

Surgeon General Thomas Parran 
| has been invited to make the award. 
| Sir John will accept it over the air 
|from England and then address the 
American people on “The Impor- 
| tance of Nutrition in Time of War.” 
| 
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Denver Realtors 


Launch Campaign 


Denver, Oct. 27.—The Denye, 
Real Estate Exchange next eo, 
will launch an extensive six-p nth 
campaign to promote the Colorado 
capital as an excellent place to live 
—and invest in. 

The board of directors of the ex. 
change, representing more than 499 
Denver realtors and investors, unan. 
imously approved the promotiona] 
effort at a recent meeting and ap- 
pointed Lane-Freiberger, Denver, tp 
handle it. 

Plans call for a combined news. 
paper, radio, panel poster and street 
car card advertising campaign to 
run through May, 1944. It is de. 
signed to build up the real estate 
business as an industry by attract. 
ing potential investors into the fielg 
who haven’t owned or dealt in rea} 
estate in the past; to make Denye, 
people more real estate and invest. 
ment property minded, and to pro- 
vide a large backlog of potentia) 
home buying after the war. 

Denver realtors appointed as the 
exchange’s advertising committee 
include Thomas B. Knowles, chair- 
man, and M. W. Gano Jr., vice- 
chairman. 


® 
v 


Mason Joins Agency 

Robert K. Mason, for the past 18 
months in government service as 
head of the bedding industry sec. 
tion, WPB, and more recently direc- 
tor of field operations of the Smaller 
War Plants Corporation, has joined 
Wallace - Lindeman, Inc., Grand 
Rapids agency. Previous to his 
government posts, Mr. Mason was 
sales manager of Spring-Air Com- 
pany, Holland, Mich. 


Ludgin Adds Three 


Earle Ludgin & Co., Chicago, has 
added the following to its staff 
Janice Pitzer, formerly with Stubbs 
& Montgomery; Dale Miller, pre- 
viously in the promotion depart- 
ment of the Des Moines Register 
and Tribune; and Harold Dresback, 
formerly of Sears, Roebuck and at 
one time copy chief of Walgreen’s 


and 


Post War Markets are 


INVESTIGATE the 


The Diesel engine can be adapted to any type of work 
requiring cheap, dependable power. Consequently, Diesel 
engine and equipment manufacturers will have orders 
sufficient to keep busy for years after the last shot 
this war has been fired. 


Factories will turn to the Diesel to cut power costs . . - 
many power stations will be Diesel-powered stations . 
thousands of Diesel vessels will sail the seas . . 
of-thousands of Diesel trucks and buses will crowd (he 


highways. The day Peace is declared will be the fret 
day of the new Diesel era—in the mines . . . om the 
farms . . . im the air . . . all over the U.S.A., and the 


wide world, too. 


The demands of the Diesel industry for a thousand- 
and-one different materials and parts to be used in (he 
engines themselves, and in auviliary equipment, for m2"- 
tenance and repair, make it possible for hundreds of 
manufacturing companies to participate in the Dice! 
market for the first time. 
ket is a simple matter through the advertising pages © 
the only ABC magazines in the Diesel field. 


DIESEL POWER AND DIESEL TRANSPORTATIO’ 


Together they reach each month an unrivaled audic: 
of key Diesel men numbering 


a blanket coverage of the marine, stationary, automo! 
aviation Diesel fields. 
writing for the latest ABC statements of both MOTO! 
SHIP and DIESEL 
PORTATION, and a detailed analysis of the Post ¥ 
Diesel Market, prepared by our Washington correspond 


DIESEL PUBLICATIONS, INC. 


192 LEXINGTON AVE., NEW YORK 16, N.Y. 


Diesel Market 


. tens 


Te profitably “tap” this m*r- 


MOTORSHIP 


More than 14,500 


Find out all about ut | 


POWER AND DIESEL TRA 
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Postwar 


Westinghouse Ready 
for Reconversion 


Westinghouse Electric & Mfg. 
Company has completed plans for 
speedy reconversion of its various 
plants to production of civilian 
goods as soon as the demands for 
war materials slacken, Board Chair- 
man A. W. Robertson revealed at 
the company’s annual meeting of 
officers and managers in Pittsburgh 
Oct. 20. 

“Our planning is being done with 
the aim of keeping our expanded 
production capacity occupied after 
the war to the greatest extent possi- 
ble, so that we can continue to pro- 
vide work for the greatly increased 
numbers of Westinghouse people,” 
he declared. “The same ability that 
enabled private manufacturing 
companies to convert quickly and 
successfully to war production will 
assure their successful reconversion 
to civilian production.” 

Mr. Robertson pointed out that 
Westinghouse today has more than 
106,000 employes, compared with a 
prewar figure under 50,000. A year 
ago the total was approximately 
92,000. The company’s production 
is about four times the average pre- 
war rate and, during the first nine 
months of this year, Westinghouse 
received orders amounting to $766,- 
996,571, compared with $153,976,777 
in the first nine months of 1939. 
Billings for the first nine months of 
1943 amounted to $503,537,095, com- 
pared with $129,602,676 in the first 
nine months of 1939. 


Only Few Months Needed 


“Westinghouse will be in a posi- 
tion to resume manufacture of its 
normal civilian products, including 
home appliances, within a few 
months, at the outside, after the 
war ends,’ Mr. Robertson stated, 
adding: 

“While practically everything we 
are making is material needed 
either on the fighting fronts or in 
war plants, approximately 75% of 
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How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Planning 


; this equipment is standard appa- 


ratus needed in peace or war to 
operate factories, power stations, 
ships, railroads and other transpor- 
tation facilities. This fact somewhat 
simplifies our reconversion problem, 
since we will, of course, be prepared 
to resume manufacture of such 
standard products. Within a few 
weeks after the war, we will be 
able to resume production of elec- 
tric appliances for the home, such 
as electric refrigerators and ranges, 
manufacture of which has been 


| halted for the duration.” 

“For many months,” Mr. Robert- 
son continued, “a planning commit- 
tee consisting of four key men has 
| been studying the company’s post- 
| war opportunities by sitting down 
with local plant managers and divi- 
sional postwar committees, collect- 
ing their ideas for new products 
and manufacturing procedures and 


|a company-wide program. One im- 
|mediate and sizable problem con- 
| fronting industry is the cancellation 
|of war contracts. This promises to 
be an even graver problem with the 
ending of the war, when work is 
halted on a large part of the war 
orders in the plants and factories 
of America. If industry is to swing 
quickly into civilian work and pro- 
vide jobs, it will be necessary to 
obtain quick settlement of such can- 
celed war contracts to provide the 


|money and materials to make the 
change-over in production.” 
* * * 


Industries of the Buffalo, N. Y., 
area are going to lay their postwar 
plans on the table so that accurate 
information may be provided re- 


| garding employment needs after the | 


| war. 
Col. William Kelly, chairman of 


| ratus or modifications of such appa-| fitting these independent plans into| the Erie County Committee of Eco- 


|nomic Development, announced at 
|its meeting last week that ques- 
|tionnaires are being sent to each 
‘industry in the area employing 
more than 200 persons. 

| Melvin H. Baker, regional chair- 
i'man of the committee, advocates 
|coordination of the postwar plans 
of industry with those of other 
| groups. 

| “We as business men are opposed, 
|I think, to the use of public funds 
for works, for that helps to stifle 
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private enterprise,” he said. 
committee should set up a 
committee through contact 
local postwar planning groy) 
perhaps defer their plans un: 
reports are ready showin; 
many persons industry can , 
after the war. I don’t me; 
we should induce them to ¢ 
their plans, but that they pn, 
fit their plans in with ours.” 
AS * * 


The recently-organized r 


division of the Pressed Meta! | 


tute will be concerned pri 
with opportunities for pressed 
in postwar production, accor: 
W. W. Galbreath, its new ex 
vice-president. The divisico 


will stress the speeding up of re 


sign and conversion activiti, 

individual members of the I) 
Accomplishments of indi» 
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eracular,” he said, but “there| craft equipment is produced for the ; 
‘ill innumerable items subject! Allied air forces. Wilson Takes New Post 


version from machined cast-| Foremost among studies under-| | Burnell Wilson, who has been in 


_|Program Set for 


id forgings to stampings, and | taken by the Stamford plant will be the graphic arts field for many | Annual Packaging 


and efficiency along these| those dealing with the use of hy-|years, has joined the American 


can best be served by the|draulics in the automotive industry.|Electrotype Division of Electro- | a 
ry acting as a unit.” |'Alec E. Ulmann, president, said| graphic Corporation, San Francisco. Conclave Nov. 4 5 


tute headquarters have been| work has already been started on| He will be in charge of sales and| 

rred from New York to| developing equipment for hydraulic| Service of the major advertising| ,; 
ind, at 829 Union Commerce | power steering, power br : 
g. ‘the actuation of bus doors and/|tan San Francisco. | Sheldon. 


9. 2 |dump bodies. 


ne with the company’s policy| Production and research activities 


New York, Oct. 27.—A bird’s-eye 
ew of “Today’s Packaging Pic- 
ture,” as interpreted by Charles E. 
purchasing agent, Hood 


aking and and printing accounts in metropoli- 


; ac’ / s : . |Goodrich Company, Watertown, 

idening the field of its activi- | of the company in the aviation in- Leblang Joins Wishnick | Mass., will be featured at the Pack- 

Hub Industries, Inc., producer | dustry will continue now and in the} Mack Leblang, formerly general| aging Institute’s annual meeting 
raft hydraulics, Long Island| postwar period, Mr. Ulmann said. |manager of Hazard Advertising| here Nov. 4 and 5. 

as established a special — —_—_—_—— Company, New York, has joined} During the afternoon _ session 

vent division at Stamford, . | Wishnick - Tumpeer, manufacturer! Nov. 4, Frank C. Campins, sales 

to study the postwar appli- Klarman Joins WMCA |of chemicals and pigments, as|engineering department, National 


; of hydraulics to other indus- Howard Klarman has been ap- | assistant to President Robert I.| Starch Products, will discuss tech- 


new division will function| tion WMCA, New York. 


pointed promotion manager of Sta- | Wishnick. Besides taking part in|nical aspects and applications of 


He was/|the company’s product research! ‘Water Resistant Glues” as well as 


ndently of Hub’s Long Island | formerly with Crowell-Collier Pub-| program, he will direct institutional | their peacetime usefulness. A dis- 


plants, where hydraulic air-! lishing Company. 


advertising. cussion dealing with evaluation of | 


Rubber Company, division of B. F.| 
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LITTLE more than a year ago I took over 


Liberty Magazine. It was a pretty sick 


magazine then. In fact, some considered it a 


“dead duck”. 
My job was to publish a Liberty which would 


earn 


the respect and confidence of its readers 


asa medium of information and entertainment. 


Editorial content was stepped up and mere 
pages were added to make Liberty a bigger 


—-- dime’s worth. 


Four color illustrations appeared in Liberty 
for the first time. 


A 


condensation of a best selling book was 


j included as a regular weekly supplement. 


New features were introduced and old ones 


modified to conform to a new editorial pattern. 


? A 


Liberty adopted as its goal the aim 
of honestly presenting to the reader 
in clear, concise articles and stories 
information he must have to make 
an intelligent appraisal of the world 
in which he lives. 


The effect on circulation was immediate. 
Newsstand sales began to rise and now stand 
at a point 25% above what they were a year ago. 
Direct-to-publisher subscriptions have been 
coming in at the rate of 2,500 per week. 
Liberty’s current circulation of 1,200,000 is 
sound and healthy. 

Advertisers, watching the New Liberty’s 
progress, began to buy space. Old advertisers 
came back. New ones entered the book. Liberty 
is publishing more advertising today than ever 
before—and business coming to us indicates 
we will publish 50° more advertising in 1944 
than we did in 1943. 

Liberty is now operating at a substantial 
profit. It is a reasonable certainty that 1944 will 
be entirely recorded in black ink. 

Liberty is over the hump. The “dead duck” 
has come back to life. 


Liberty will continue to Py Tie 
grow and to manifest itself ] /j if Qi) 


25 a magazine of character, BRST 
value, and purpose. A FREE PEOPLE 


Crake Hunter 
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functional qualities of packages, as 
against evaluation of packaging ma- 
terials, will be directed by F. S. 
Leinbach, Riegel Paper Corporation, 
and W. H. Graebner, Menasha 
Products Company, Menasha, Wis. 

On Friday morning, Nov. 5, Wal- 
ton D. Lynch, vice-president, Na- 
tional Folding Box Company, New 
Haven, will lead a discussion on 
“Materials in a War Economy.” 
There will also be an _ informal 
meeting under the chairmanship of 
W. O. Brewer, Calco Chemical divi- 
sion, American Cyanamid Company, 
Bound Brook, N. J. 

The afternoon session will high- 

light a “Machinery and Production” 
round table reviewing problems fac- 
ing production managers and those 
companies which supply them with 
their equipment. These problems 
include: renegotiation, limitation 
orders, termination of contracts and 
| patents. 
“In planning this conference, the 
|institute has kept one basic idea 
|clearly in mind—how to make the 
most of what we have as a contri- 
| bution to final victory,” said Joel Y. 
| Lund, vice - president, Lambert 
Pharmacal Company, St. Louis, and 
president of the Packaging Institute. 
“This is not alone an obligation, 
but a privilege.” 


Ireland, Griffin to JWT 


| Harry M. Ireland, formerly 
|executive advertising manager of 
| Macfadden Publications, has joined 
| J. Walter Thompson Company, New 
York, as account executive. Wil- 
|liam J. Griffin Jr., previously asso- 
ciated with Lord & Thomas, has 
|joined the agency’s copy depart- 
| ment. 

| . 

Opens Drive for Spur 

| Canada Dry Ginger Ale _ has 
launched a new campaign this month 
for its cola drink Spur, using fre- 
quent small-space insertions in 145 
newspapers in 124 cities. National 
magazines and spot radio announce- 
ments will also be employed. J. M. 
Mathes, Inc., New York, is the 
agency. 


we 


Joins Biow Company 

Melvin Singer, formerly account 
executive of Foote, Cone & Belding, 
New York, has joined the staff of 
the Biow Company, New York. 


oe 


DAYS, 
IT'S A LUCKY 
ADVERTISER 
WHO IS 
FAT IN 


q "SPOTS"! 


Exclusive 
National 
Representatives: 
. «a PPPTTTTTrTircy © Buffalo 
CE crehvddsseaekeasoun se Cincinnati 
 wevepcksdekndaeeninscs cee eeee Dulu 
CC TT Tee F 
Pea eer Indiana 

a. ee Kalamazoo-Grand no 
DE: icshiubeosetesaenweneeses Kansas City ; 
WAVE . PEPE Louisville 
WTCN ; ..Minneapolisst Paul 
WMBD ........ iisbede acensenenee Peoria 
KSD . nha aan St. Louie 

WFBL pkewene Syracuse 
| IOWA 

0 Pre ..Des Moines 

roc. rT Davenport * 
KMA . ene . Shenandoah Bags 

SOUTHEAST 
WCBM . rere : .Baltimore 
ES sass Charleston 
ae ° Cohumbia . 
WPTF . . Raleigh a 
WDBJ .. ; ‘ . Roanoke Si 
SOUTHWEST 
DEE. Gevosassoenes ...+.,,Albuquerque 
KOMA Oklahoma City 
KTUOL .. , . Tulsa 
PACIFIC COAST 

KECA wen Los Angeles 
KOIN-KALE ... Portland 
KROW ; OaklandSan Francisco 
KmO. Seattle 
KFAR . Alaska 


and WRIGHT-SONOVOX, In« 
7 


For tatest radio information, call 


FREE & PETERS, lic. 


Pioneer Radio Station Representatives 
Since May 10982 


CHICAGO: 180 No. Michigan Franklin 6373 
NEW YORK: 2347 Park Ave. Plaza §—4/3/ 
ATLANTA: 822 Palmer Bhiy. Male 8067 
BAN FRANCISCO: Ii! Sutter. .. Sutter 4853 


HOLLYWOOD: 1512 N. Gordon St... Gladstone 3948 
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Universal Camera 
Copy Casts Public 
in Military Roles 


New York, Oct. 26.—Casting the 
public in military roles through 
pictures, instead of merely by writ- 
ten description, is the new copy 
technique being employed by Uni- 
versal Camera Corporation in its 
current series of advertisements in 
13 national magazines and business 
papers. 

A typical advertisement in the 
series, captioned “Here’s You in a 
Sub,” shows a civilian peering 
through a periscope. Copy points 
out that civilians cannot actually 
take a submarine trip, but that 
their bonds make it possible for the 
submarine to operate effectively. 


Quarter-pages in Life and half- 
pages in Time appear each month, 
with full pages in American 
Photography, The Camera, Home 
Movies, Mechanix Illustrated, Mini- 
cam Photography, Popular Mechan- 
ics, Popular Photography, Popular 
Science and U. S. Camera. Full 
pages have also been placed in 
National Photographic Dealer and 
Photographic Trade News. 

Grey Advertising, New York, is 
the agency. 


Named Chicago Manager 


M. J. McGeehan has been ap- 
pointed manager of the Chicago 
office of Spot Sales, in charge of 
the midwest district. William E. 
Walbaum, formerly with WBBM, 
Chicago, has joined Spot Sales as 
— executive under Mr. McGee- 
an. 


Keystone Network 
Adds Six New 


Major Advertisers 


New York, Oct. 26.—The Key- 
stone Broadcasting System, coast- 
to-coast transcription network, has 
added six major national advertis- 
ers to its list of clients during the 
past few weeks. 

General Foods is utilizing the 
wax web to introduce its new hot 
cereal product, Wheat-Meal, over a 
list of KBS stations paralleling the 
food company’s distribution in the 
Southeast, South and Southwest. 
This business comprises 15 one- 
minute spot announcements per 
week and is released by Young & 
Rubicam. 

In addition to Wheat-Meal, Y&R 


is running a schedule in behalf of 
Grape-Nuts and Grape-Nuts Flakes. 
For General Foods’ Post Toasties, 
Post Raisin Bran and 40% Bran 
Flakes, Benton & Bowles is running 
a schedule of 15 one-minute elec- 
trical transcriptions per week on 
123 KBS stations. 

The California Fruit Growers 
Exchange, through Foote, Cone & 
Belding, Los Angeles, has booked 
a heavy series of broadcasts in be- 
half of Sunkist lemons. The sched- 
ule comprises 21 one-minute ET’s 
per week, running seven days each 
week on 168 KBS stations. 

Recent addition to the KBS net- 
work is the Block Drug Company’s 
series of one-minute ET’s in behalf 
of Gold Medal capsules, running 
five times weekly on a nationwide 
list of KBS stations. 

On Oct. 18, Beaumont Company, 
subsidiary of Grove Laboratories, 
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NEW YORK — PIVOT OF THE FUTURE 


BOOK entitled “One World” sells one 

million copies in two months... Dis- 
tinguished visitors arrive by plane as a 
matter of course from Europe, Asia, Africa 
and Australia... A million American men 
have come to know and understand coun- 
tries they scarcely noticed in their geogra- 
phy books . . . Public opinion polls register 
progressively higher interest in world affairs 
... These aspects of war will build the 


foundations of the peace. 


The peoples of the world glimpse a future 


in which they will have enough to eat 
for health and strength, enough to wear 
for comfort, and four walls and a roof to 
keep out hostile weather. Modest as this 
dream may appear, its realization depends 
on the conquest of nature by business and 
... What the Yankee 


industrial technology 


calls ““Know-how.” 


Know-how, the science of business manage- 
ment, is the contribution that America wil 
make toward the future-dream of the peo 


ples of the earth 


Business management is so American that 
it is now by far the largest American indus- 


try. It employs ten million workers, from 


top executives to office boys -..-more people 
than any of the other industries which have 
made this country great—railroads, steel, 
automobiles, agriculture. The center of this 
pivotal industry is New York. More New 
York workers are engaged in business man- 
agement than in all the manufacturing 
trades combined—1 ,600,000 of them. Their 
work shops take the shape of skyscraper 
office buildings rather than mills and fac- 
tories. Their work, no less than that of 


their brothers and sisters on the production 


ESPECIALLY 
FOR EXECUTIVES 


Of companies concerned with 
centralized management 


The New York Herald Tribune has prepared a 


book entitled “America’s Number One Indus 
try.” It gives the basic tatistical data of 
Business Mat ement a America’s greatest 
lustry 1 New York ts headquarters, 
ling numb f men and women working 

I M 1 1 with other 


< mpared 
lata on New York as head 


iarters cit su as concentration of leading 

S ! extent and growth 

rer . enter of banking 
sing ; ts ol e of 

I | l s of 1 sal ins 

u nee held ixes 

paid. Ple Id: est 
fa< New York H Tril ine, 

O We > et, New ¥ n 8, N , A 


NEW YORK. THE CAPITAL OF BUSINESS AND 
. oath . oy gf: 


INDUSTRIAL 


lines, is responsible for America’s miracle 


of production. 


When victory is won, New York is destined | 
to grow enormously as “‘Headquarters | 
City.”’ Thousands of American companies, | 
now local in scope, will see new opportuni- | 


ties for national and international expan- 


sion. They will want offices in New York, 
close to contemporaries, to their competi- 
tion, their biggest customers, and their 
best new markets. With the world’s largest 


airport and the world’s most important sea- 


port, New York will play host to the leading | 
industrialists, statesmen, scientists and | 


business men of every country of the globe. | 


Certainly, also, New York’s business facili- 


ties will be more than ever attractive to en- 


terprising organizations of other countries. | 


If our relationship to the rest of the world 
is to be based on co-operation and collabo- 
ration, American business management has 
an important contribution to make, and 
New York, the leading management city of 
the world, will truly be—the pivot of our 


future. 


NEW YORK 


Herald Tribune 


MANAGEMENT 


Advertising Age, November 1, | 94: 


St. Louis, inaugurated a new 
of spot announcements in be! 
Grove’s 4-Way cold tablets ay, 
vitamins. This business is handje, 
by Donahue & Coe of New Yor, — 

A new series of announceme, 
was launched last week in 
of Dr. L. D. LeGear Medicine Com. 
pany, promoting the complet, 
line of Dr. LeGear’s prescription: 
Simmonds & Simmonds, () icago 
handles the account. 

Flex-O-Glass Mfg. Compan, 
maker of Flex-O-Glass,  startiy, 
Nov. 1, will initiate a new can. 
paign over 140 Keystone st tions 
The series comprises five-miny; 
programs three times weekly an, 
is handled by Presba, Fellers 4 
Presba. 

Sterling Drug launched 4 pe, 
52-week cycle Sept. 27 for Dr. Cajq. 
well’s over 133 KBS stations. Th 
campaign consists of one-minyy 
ET’s five times weekly. Shermay 
& Marquette, Chicago, is the agency 
Miles Laboratories has renewed ji 
“Historical Almanac of the Air 
series in behalf of Nervice for 59 
weeks, starting in November, with 
Wade Advertising Agency, Chicago 
in charge. 

Considerable activity is reported 
by the transcription network deal- 
ing with the broadcasting of net- 
work musical programs, extending 
famous features to small town and 
rural audiences via KBS. This 
plan was interrupted for the dura- 
tion of AFM’s ban on recorded 
music, but has now been resumed 
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NEW TRANSPORTATION 
cand TRAFFIC EXECUTIVES 


ts NOW more 
IMPORTANT THAN EVER 


| Its Broad Coverage ~ 
Intensive Readership ~- 
_ $1500 Subscription - 
assures a responsive 
market for your 
advertising 


W rite today for more detailed intorma! 
sample copies, and FREE 50-page 
entitled, "A Guide to Effective! reight I 


portation Promotion.” 
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The Most Direct Way 
To Tell Texans 
And Make It “‘Stick!”’ 


NY medium that can take you into upward of 120,000 Texas 


homes these days is worth a top place on any list. 


But when the homes are Dallas-market homes, and the medium 


The Dallas News, then it’s far more than just a good advertising buy. 


Because The Dallas News is a medium of unusual acceptance, a 
newspaper of national prestige, an institution possessed of a vast 


wealth of tradition and influence among its people. 


And the Dallas-News-reading area is the Southwest’s No. 1 market 
—first in wealth, in population and in that receptive, responsive atti- 
tude toward the good things in life that makes mere buying-power a 


vital and potent force. 


Sell the Readers of the News and 


sl) a RL fre Bisoy 


we 


You Have Sold the Dallas Market. 


Keeping Their Lines of 
Communication Open 


More than 100 na- 
tional advertisers with 
nothing immediately to 
sell are now using the 
columns of The News 
for advertising that is 
keeping their names and 
brands before the peo- 


ple of this market. 


“wasaec” he Dallas Morning News ests 


The Texas. Almanac 


; Rae 5 Saee 
os ee gee Soe ; a oi 
= ot ae’ nie ‘ ; jigs > ; : = Aaa 
tia 
# 1943 P pe 
Serie y Ge 
lf of 7 
and 
dleg 2 
k, 
1ents 
1 behals 
© Com. _ 
Omplet. ral 
YT) Lions 
Chicago = - 
OmpPany J 
Starting <j 
‘W Cam. a 7 - 
Stations ; : 
>~minute Gy y Tis i j 
Kly ang tA b SF 
~ate 6 by 1 ths: a g FE | 
L new A, F 4 3 fm 4 , / pee ~ ff Ld a at Mg — ‘agin - 
yr. Cald. ”" y ; // ————— — Pos , = ' | 
n The : —s . 4 ae ¢ aaaiieeail - = _ Bo. Ge 
Tina — 4's — in 2 G . ans 7 te & a a pil 
3! : ; Os ’ ’ , P ' * + 4 
‘a ( < 4 HA 7g : q ™ & t a 1 ay 
ewed its 7 & ¥ ee ae ‘ . f 2 "i => M ‘ . 
he Air’ " \ ‘ } a ; x ‘ ji - > / 4 = % 
> for 52 a . . 274 4 j * 
er. with : is ae Riza }, ; A m, ° : 
Chicago, Bs « : . ‘ 4 
reported ~~ a = 
| ~ : 
ox 
, 
zi 
Ris 
, 
a 
7 4 a 
# « 
at 4 is 


. Fa fea ig ea ns | ee Nase — We et alo. Somer is Bass hos “Ee est feted SAFER a es (32 aoe Ga ; 
gS ee eae eae ees : Coe ee iy ee te ene Ad as Nhe ee UES Spee = a Cee 
_ 
mae ag <. ea * eee Sa Pgs eae ee) 
a4 Sas i, % i. s no a og oe Sy te 2 ‘ke ‘ 4 
- ne ~ bt SoS. g ———— 
s, o Mgr” ¢- te i. ; ‘ : ia eS Ra ts. MeN 4 ; ii —— et 
A ia ef. Or Be Ee ee a a 
ae Pi ee: f eo a ae Pe OS ee ie wg ; 
(|) i of ae ee i oe a. ty ai, ns ——— ih ay 
OLN RA Be ae oe. “A fe ans <= 4 OF Mh aoe 2 * , tins ; ;, 
7. hip es %. . * 4 pa ca ‘¢ ra < ti . ; a bie ee “ fe ‘ oF ft AP”, ‘ed " Zz ae a se, 4 is oo l 
= Sa * BS sat i > 6 4 Fe ; fry : * ! ae b "ll : - be eae oe ee 
CO EN Lae ey) oe eG tl : | le ie ? i 
Be Neg se Aran a <a, . c & 7 he gud Pe ; > ae hp oe nee Bee \ ae oe ab - a Se... 4 al be 2 i a oe e 
Seen SF ee ll Ts a 
é a Ay i it Phe Page a. ee # ee ty f rx a. ‘a a 
a & oe ee [a jas y 4 ae sy ' Re A af . 7 iM — — a. Pe oo ] 
23 i a ~ , nn a. Oh Se: We — lt a r ae —- | . oe 
Wes fi Ae Oe 6 “@ i , , pois a ee 
i a. “to ee % wid A. mee ia j 7 j ‘ oT a ss - ee - “dl 
ee 1 gg” al he ae ti ‘ 4 ‘f° ; fe a. ee ty a eas. me a ig 
Ly - x he ‘— a” ne SS ee “a : %,. he é { Z pn * ; ee: aaa Rs be a 
ye. Ss ea _ a a ey <i Se 
+3 we ‘ i. on on 3 _— ‘ ~ a 4 7 ; ss we a a ey eee ee | 7 ae 
ae a wes ———————rc(at &P’ TS  !!)h)h™UmUt™~”CC 
eh ld a” “ « , ef e he es ~— om e ° x F * , » i ° ’ ; _ . od ae a mee * .* 4 y Jae ie E a f y 
ee x WANs ae ; eects Sl UC 
Th  — » SANA Ua ———————— 
wes eee “4 a hag & a4 ~ T° £872 roe oe ee —— ° 
: % atl — rl 7 ha ' > FFs Perr a — |. 
f — _ >  —— as y, “ ™ 2% “E34 Lf § hie pee — 
jae pee i 2 4 h. % . aa * \ Wha ae. § |, es a oe PS 
Wig ft x Fe wn . ‘ 4 44 Le i ae. ee ae 
et hy i JL aw ea \ ANA " a4 i ee gk ai : 
. &- -" ae Pe ’ 4 " att A TT 
— ea ll ; £ oF ail . ar ING ss i + i \ : ‘ : Fi j &B ‘ he ia a # i 
7 a A ‘ ae” Pe a , ~~ Te. Se.’ ' ; : i : fe >. ay : 
yo a we ; J ‘ * ae ia - } : — tlt 
bic : , me ts . Lk ie % ; \k duaea ts - ge gen a 
Bf ‘ : » % > ‘ : Vay .: ‘ ‘~¢ Pe f 
i fh 4 Ae ie \ " ‘ 4 a) } i 7, s . | 
; es oe S \ \ US) 7 
ee VE a 
rm Se . Ae DY \f // _. 
> ale an ey. ee 4 P| 7 & 
, - Fae fs) ip % ‘ _ ‘ 
4 P iia 24 a ‘i 5 : . , Soa 
+ — =F "Bes Ss 2 a 
2 5 “J a . > aa } dé tae \ a 
S| (le —/ 
2 po j 7 *, % % F I ee 4 i ~aee bi 
4 ie ’ he. : . i, eee ‘ 
» oF a et ae a ] ae 
* - it f fi fe te Ag a *. io ig 2. 
3 &y 3 ee E : ‘ oe, Sear 
¥ at 4 A . : a f — ... dh: a 
—_— We ee = =—Cl 
— v i 
ss J ae £ ite: $ a 
- a 4 ’ sl — 
| a . — 0606Ul 
— . i ge > 
a 3 fA — lt” Co oe 
| g a . . + a 
: fe « a. a SS 
asi , iy 7 ee oe — 
4 % ‘ i lity P 4 nw be me a , ha, 
5 ‘ rate, 3 a ‘ eas, ae ‘i ee 
.. A fe 4 P x és P , = th id. ‘ 4 a 
a y' ag y . a ts o> ‘. 
Vee eee , = f ! na 
bs . be 4 i ee: m 3 j be A. "sy 3 ‘ i J Me SS ‘>... 
‘Th “ , bs ide ‘, : wee , * >. € . reas > a : ‘is 
a . 2 — 
ry ‘ os Se. ‘ ; : : NS 
a.;) ‘= 4 
ae — q il —_— » > a 
iar — ir r _  - a 
in : i "a ae 
a . - a = A. = % val ‘ 
a + S 4 — Ne 
‘ ‘ e | “ y eh ee 4 _ . a “ 
ae a f ins _— - ea 
4 dy 4 ae P . 
ee Of ~ % z 
J Saw # 4 ~~ a's, - 
. ae " Peres ‘3 4 A 2 
| age é F Tae . ~ S . 
: ¥ . fat dl . — 4% * ASX. 
| ds ANN ee 
: ie pe ait@-~ BBROARA Sa 
i € - aes at Ree a, Oe Oc 4 3 >, 
ics eS XX “4% + : 
oh >» var . ear bw % 4 ° > 
5 “> * 7 -*%, S45 > s 
. ‘ae — oe Vike 3% 0%, 
in e Mir. : i * + 43443 : 
= Pog Sa . — 468% 2° 
s. » 7 < < ™ Z . “ 
ss Pa om ¥ ; ee . . hae ' 
4 | eee — a i wae 
i ( “2 ae : " } ! , He F eng 
ii - an ‘ ie > : . a ae 
<a . : : Ree ee" - | ae 
=! 2 S ar ies, 5 rs : sg 
— ' ¥ J ¥s. os legs ug Oe ¥ / 
or r. a . Re ein re ee 
| ge. ail i iii 
“| oa me Aa ‘ an ae - 
a : ° P me cts ee ee oe a 
a , oa “— te ee a 
a - 4 Lit ion ‘ie ee , =. i ae 
—— # * 4 ¥ ene iia iS Nig _ 
oe fs * - . ‘ a ak ae a r Fis ; 7 E 3 
ai - , * “4 — ee ; : } 
” wf , Bs ; o A y : - # 
a y = Binge a * > ¢ ¢ 
3 a : * 
a - ‘ ; “ wil , 
ical " - P be q 4) ; z és } y 
orn rs, eee —* » : f° Pf 
| , oo A AS et Pi 4 - fh ei} ” 7 7 
_ , | Od ee | | “ id 
ari ee THE CROWELL-COLLIER PUBLISHING COMPANY, 
4 
ay “ 
hee a a Payee ai fagt were a ay ut Ae oe ~~ ae POA Le Sry pte. a Pigs ; y ~) - ) hee Ae te e: ~ ae a. <a -. : . 
ont pa : a 5 > . ‘= ee iy ie ™ ha aoe os : ae ge: a hy =A Ses liyd ea ae 4 ie i ai. oe : Der ee a “sae r dhs eer ity / bey Sg we = a i, a a oy ‘ £. = 
Ak : 24 . a, Rat aif ye aa 2 Siar rhale regs 4 oe aes ns a : * ey i ag emda Lee ght uel a - 
ae — os aibnd et 3 sdf ites fo, ety Pine LEO ae * oo a a re ia i ake Retr 
. | eee ae 34 = S sal er S ta » aye h f= 


NY, 


( erteontate to the contrary, goats don’t dote on metallic 
meals. 

Further, the best authorities agree on two rigid rules for 
feeding the genus Capra: 


1. No goat should be fed more than it can consume readily 
at a single sitting, or standing, or whatever posture the 
goat assumes when eating. 


2. No leftovers should remain to grow stale and thereby 
sour the goat's otherwise kindly disposition. 


Now the readers of The American Magazine are far 
from being goats, but they, too, have soured on leftovers 
known as episodes in continued stories. 

A poll of our readers has revealed that we have been 
guilty of getting their Nannies with canned fiction labelled 
“To Be Continued.” 

We, therefore, have discontinued the continued story. 
Instead of seven or eight continued stories a year, our 


IN THE SERVICE OF THE NATION 


AMeTICall 


MAGAZINE 


‘30 PARK AVENUE, NEW YORK I7, N. Y. 
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readers are now munching contentedly on a mental diet of 
twenty-four complete dramatic novels. These novels are 
written to our specifications by authors of the stature of 
Mary Hastings Bradley, Hugh Pentecost, Faith Baldwin, 
Pearl S. Buck, Franz Werfel, and Margaret Culkin Banning. 


In the December issue are feafured “Last of the House of Robsart”’ 
by Rita Weiman and “Sugar and Spice” by Vera Caspary. These 
two complete novels, characteristic of each issue, plus The American 
Magazine’s usual top-flight short stories, timely and informative 
articles, short features, cartoons, pictures and illustrations, make 


a complete magazine every issue. 


This editorial change is important for advertisers in The American 
Magazine. It means the attention and interest of a million more 
pairs of eyes on these pages . . . the eyes of an audience no other 
magazine can match . . . an audience of “the people who give a 
damn” for the magazine whose publishing policy is “In The Service 
of The Nation.” 
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Private Lines 


SPT emer 


The waste paper industry and the, 
mills which are hungry for addi- 
tional quantities of waste paper 
think it would help a lot to have a 
statute in this country making it a 
misdemeanor to destroy waste| 
paper, as is now the case in Eng-| 
land. Some sympathetic Congress- | 
man may shortly introduce such a} 
bill, even though there is slight | 
chance of its passage. 

* * * | 


Threats of inroads by competitive | 
foods, plus the generally good busi- | 
ness outlook, have resulted in the| 
upping of the budget for one of the) 
country’s best known food co-op | 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc, 


campaigns by $500,000 for the next 
year. This brings the organization’s 
promotional fund back to $2,000,000, 
from which 25% was very quietly 
slashed last year. The extra money 
will go principally into more in- 
tensive use of media which are 
already on the list. 
* * * 


The bread-spread situation con- 
tinues befuddled, with both butter 


'and margarine men admitting pri- 


vately that there is more butter 
available than the present 16-point 
requirement would indicate, and 
that the point cost is bound to go 
down soon. Margarine interests and 
consumers can be counted on to 
make the most of present oppor- 
tunities to eliminate discriminatory 
legislation and taxes, but don’t look 
for any too exciting fight on this 
front. Too many important factors 
in the business, such as the meat 
packers, have irons in both the 
margarine and the butter fires, and 


will jeopardize their standing in 
either camp by throwing haymak- 


ers in the other’s direction. 
w x a 


tk 


the air. The Davis broadcasts were 


Add Shades of World War I:|dropped on advice of the OWI ad- 


Mondays and Fridays are “meatless | 
days” in Union Pacific Railroad din- | 


points. 
are offered such substitutes as poul- 
try, fish, eggs and other non-ra- 
tioned foods. 

* tk * 


Here’s one potent argument ad- 
vanced by those who believe the 
Bankhead bill for $30,000,000 in 
government-paid war bond adver- 
tising will pass. A chart has been 
circulated before the Senate bank- 
ing and currency committee show- 
ing that 77% of the Senators and 
63% of the Representatives come 
from rural districts. It is argued 
that they are sensitive to the feel- 
ings of the country press, which 
would benefit heavily from the gov- 
ernment advertising. 

ok * * 


Although Chester Bowles, new 
OPA director, will go on the Blue 


On those days, passengers | 


431 S. Dearborn St., Chicago Wab. 8655' there is little likelihood that they| Network Nov. 2, in the first of a 


visory committee. Mr. Bowles, in- 


| 


cidently, had a high listener rating | 
ing cars, because of the increase in| for weekly radio chats when he was 
travel and lack of meat ration| OPA regional director in Connecti- 


cut. 
oo te 

The War Manpower Commission 
is not currently considering the ad- 
dition of advertising vocations to 
the list of non-deferable occupa- 
tions, although officials admit that 
the subject has been considered, But 
the essential industries committee 
has stalled again in ruling on the 
deferment status of sign painters 
and bill posters and there is still a 
possibility that additional advertis- 
ing vocations will be non-deferable 
in the next revision of the essential 
industry list. 

* * * 

Officials of WPB are by no means 
united on the merits of 30-pound 
newsprint, even though it was 
highly recommended to the Boren 
committee by Harry M. Bitner, di- 
rector of the Printing and Publish- 
ing Division. For instance, Rex 


SCREEN GUILD PLAYERS originates at KNX 
... $0 does OPEN HOUSE 


For four years, KNX has set the stage 
for Screen Guild Players, broadcast 
coast to coast over CBS. This weekly 
radio dramatization of hit pictures is 
smart showmanship. It’s expertly cast, 
with Hollywood’s great names. And back 
of the brilliant writing, the expert casting 
and the sure-footed production are the 
smooth technical facilities of KNX...CBS- 
in-the-West. KNX engineering, sound 
effects, technical equipment, audience fa- 
cilities, help make Screen Guild Theatre 
the polished show it is. 


The technical skill that polishes 
KN X-originated CBS network shows 
is the same skill that enriches KNX- 
originated local programs. Like Open 
House. Up and down the Pacific Coast, 
Open House is a weekly “must” social 
event. That’s when the Hollywood per- 
sonalities sit down and just visit with their 
West Coast neighbors. Beverly Barnes is 
hostess. Lud Gluskin’s Orchestra _pro- 
vides the music; Anita Ellis sings. Recent 


guests have been Robert Young, Maureen 
O'Hara, Mischa Auer, Mary Astor, Al 
Jolson, Jane Withers, Blondie. 


Its function: to build peak audiences 
every day for all the shows on KNX 
(Open House guests are notable visitors 
from other CBS-KNX programs). 

Its result: peak audiences among West 
Coast listeners — audiences ready to be 


reached by your own program on KNX. 
Ask us or Radio Sales. 


Advertising Age, November 1, 


series of weekly talks on rationing | Hovey, chief of the Pulp Divis oy 
and other OPA topics, Elmer Davis,| presents the 
director of OWI, will not return to 


143 

viewpoint of puis, 
manufacturers who believe r 
further experiments are desir, \)\. 
Mr. Bitner, understandably, fa. o>. 
30-pound stock, which would yooa, 
more yardage of paper from {hp 


same weight of woodpulp. 
k cs 


Winter Work Plan 
Set Up by DeSoto 


Detroit, Oct. 28.—With mot: rists 
going into their third “war wine,” 
and with dealers simultane: ys), 
entering their third carless w )te; 
DeSoto Division of Chrysler o,-. 
poration is currently merchand sing 
a car-saving campaign to be fea. 
tured by direct and associate dea]. 
ers. 

DeSoto field men are sellin 
program to dealers, with the assist. 
ance of a brochure which explains 
the plan and its benefits, a 38 x 59” 
“factory recommended check-yp” 
poster for shop use, a series of three 
mailing cards to be sent to car own- 
ers, and suggested newspaper ad- 
vertising and spot radio announce- 
ments. 

Dealers are being urged to check 
their stocks of parts, to get acces. 
sories out where customers can see 
them, to schedule winter work as 
early as possible, and to urge their 
customers to do likewise. 

Cognizance of the manpower 
situation is taken in a spread in the 
brochure which asserts that “you 
don’t need skilled mechanics to get 
the biggest share of this job done.” 
Hiring one or two unskilled men or 


.women and taking a little time to 


show them will enable the dealer 
to save his top mechanics for the 
highly skilled jobs, while inexperi- 
enced people do the rest, the dealers 
are told. 


OWI Clears Record 
on ‘Victory Bulletin’ 


Elmer Davis, director of the Office 
of War Information, has advised 
those on the OWI regular mailing 
list that “Victory Bulletin,” formerly 
issued weekly by OWI, was discon- 
tinued as of June 30, and that “a 
publication of the same title and 
similar format is now being pub- 
lished by a nongovernmental organ- 
ization and offered on a subscription 
basis to former subscribers to the 
official publication.” 

The OWI desires to make it clear 
that the existing “Victory Bulleti 
has no official status and is not con- 
nected with the OWI, Mr. Davis 
message said. 


Casco on Air 


The Casco Company, Canton, O 
maker of cold tablets, has begun a 
program daily spot announcements 
over 12 Midwest radio stations, with 
window and store display material 
tied in. The program, a contest otf- 
fering listeners war bonds for the 
best slogan for the product, will ex- 
tend through the “cold season 
Howard Swink Advertising Agency, 
Marion, O., handles the account! 


Imperial Airs Hockey 


Imperial Oil Ltd., Toronto, | 
again sponsoring the hockey broad- 
casts which returned to the air Uc! 
30 over 52 Canadian _ stations 
Through the facilities of the B: 
Broadcasting Corporation, the 
grams will be heard by the troops 
overseas. MacLaren Advertsing 


Company, Toronto, is in charg: 


Basically one of Michigan's 
active and stable markets. oe 
product center always—yestere ‘/~ 
today — tomorrow. Other indus “¢ 
range from printing presses to p p® 
cartons. A city of 67,776 popul: 
— now in war work. 


THE BATTLE CREEK 
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Doing a No. | job 
on the 
Publishers’ No. 1 Headache 


=e Gm On eae ae a ag 


Doe ees ees ees eee eee eee ees eres me re es ce es es ee ee ee ee ee ee —— ee ee eee ae 


1. REALLY save newsprint 
yet 2. Do the best job for the reader 


and still 3. Keep giving the advertiser his money’s worth 


That's the publishers’ No. 1 headache today. Some have sacrificed one thing. Some have sacrificed another. 
We think The Pittsburgh Press has done all three with no appreciable sacrifice of anyone’s interest. 


1. How we have saved newsprint 


We have saved it: Nearly 7,000,000 pounds (13% less in 1943 to date 


than in the same period of 1941), although both daily and Sunday 


circulations are substantially larger than two years ago. 
We have resisted the natural temptation 
Ve have cut distant circulation to the bone. 
We have cut out returns... daily and Sunday. 
We have eliminated Sunday pre-dates. 


We offer no prizes, no premiums, no contests. 


We limit our editions to three a day. 


We have cut the size of classified (although we are No. 1 in classified). 


We have drastically cut free copies and tear sheets. 


let circulation ‘‘boom.”’ 


2. How we do the best job for the reader 


We have held the decrease in editorial space to a moderate one. 
We have kept The Press first, in reading time, among Pittsburgh papers. 
We have given the most complete coverage of war and domestic news. 


We have permitted no weakening in editorial policy or performance. 


3. How we are giving the advertiser 
his money’s worth 


We have concentrated circulation in the rich trade area where every 
copy counts. 


We have kept The Press preferred reading in 70% of the newspaper 
reading homes in metropolitan Pittsburgh. 


We have obtained five-day options from national and cooperative adver 
tisers, to give everyone a better chance. 


The upshot of these and fifteen other steps is that, in spite of the war and all difficulties, The Press is 
actually bought by more people in Pittsburgh today at g¢ than last year at 3¢, and at 12¢ on Sunday 
than at the previous 10¢ price, and it remains in No.1 place in retail, general and classified advertising. 


Thanks for your help. We promise any future restrictions will 
be imposed equitably and with maximum advance notice. 


he Pittsburgh Press 


IN PITTSBURGH 

IN DAILY CIRCULATION 

IN CLASSIFIED ADVERTISING 
0, IN RETAIL ADVERTISING 

IN GENERAL ADVERTISING 

IN TOTAL ADVERTISING 
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Pichi pet — MOwARD ie f— HOWARD 


Kepresented by the National Advertising Department, Scripps- 
Howard Newspapers, 230 Park Avenue, New York City. Offices 
in Chicago, Detroit, Memphis, Philadelphia and San Francisco. 
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Postwar Problems 
Get Attention of 


Four A's Group 


Los Angeles, Oct. 26.—With an 
eye to postwar years, the Southern 
California chapter of the American 
Association of Advertising Agencies 
met here last Friday to consider 
future distribution of products, con- 
tinued jobs for hundreds of thou- 
sands of workers when war produc- 
tion stops, and consolidation of the 
Pacific Coast’s industrial gains. 

H. E. Cassidy, vice-president of 
the McCarty Company and chair- 
man of the chapter, set the keynote 
of the convention, which was ad- 
dressed by prominent industrialists, 
agriculturists, merchandisers, pub- 
lishers and media men. Magnitude 
of the problem was pointed up by 
figures which show that between 
1900 and 1940 more than 9,790,000 
people migrated to the 11 western 
states, not counting the influx of 
workers during the past three years. 

Frederic R. Gamble, managing 
director of the national association, 
told the group that advertising’s 
toughest wartime role—keeping the 
spirit of our people strong and 
unwavering when the novelty of 
war begins to wear off—is still 
ahead. To date, Mr. Gamble pointed 
out, advertising has done a remark- 
able job contributing advertising at 
the rate of $300,000,000 a year to 
government projects. At the same 
time he branded “dangerous” the 
possibility of government-paid ad- 
vertising. 


Fund Inadequate 


“Theoretically, of course, govern- 
ment-paid advertising for war aims 
would be ideal,” said Mr. Gamble, 
“but practically, it is dangerous at 
this time.” It is highly unlikely 
that large enough appropriations 
would be made to do anything like 
the job that industry is doing, he 
said. If appropriations were made 
and some paid government adver- 
tising run, it would tend to discour- 
age what industry is now doing, he 
added. 
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Col. Willard Chevalier, publisher 
of Business Week, pictured many 
farm workers returning from fac- 
tory to farms; boom sections, in 
some cases, shrinking to even below 
prewar levels; war plants prov- 
ing a burden rather than a blessing 
in many communities; drastically 
changed markets; and still more 
changes before a full revival of 
civilian economy. Rearrangement 
of sales territorities and close re- 
study of distributor and dealer rela- 
tionships are indicated, to begin 
_ and continue indefinitely, he 
said. 

At the same time, Colonel Che- 
valier suggested that advertisers 
will have to check and recheck 
constantly all they know about 
appeals, media, public attitudes and 
official reactions to the functions of 
advertising itself. The successful 


advertising man after the war will 
have few fixed ideas and will ride 
few hobbies; he will spend much of 
his energy in keeping track of mar- 
ket interests and trends and in 
tuning his appeals to follow them 
successfully. “Advertising and ad- 
vertising agencies are rendering an 
invaluable service during the war 
... they can render an even greater 
service by helping the country re- 
turn to normal peacetime condi- 
tions,” he declared. 


Asks Less Paper Waste 


The difficulties faced by publish- 
ers under newsprint curtailment 
were related by C. H. Bernsten, San 
Francisco general manager of the 
American Newspaper Publishers 
Association’s Pacific Coast Bureau of 
Advertising. Quoting an agency re- 
port, Mr. Bernsten said that before 


newsprint is curtailed stringently, 
the waste of paper in Washington 
should first be curtailed and a bet- 
ter plan for collection and recon- 
verting scrap devised. Or, he said, 
“business itself will be deprived of 
a force that has proved its power 
to inform a people seeking enlight- 
enment, a power to generate public 
morale, without which wars cannot 
be won. This power is advertising.” 
A brilliant future for aircraft 
factories was visualized by Geoffrey 
F. Morgan, manager of the Douglas 
Aircraft Company speakers’ bureau, 
who said that before 1950 the 
United States may well have 500,000 
private, commercial and military 
planes in service. Within the next 
decade he predicted air travel in 
this country will approach 70% of 
present-day Pullman rail travel. 
Paul S. Armstrong, general man- 


ea Re 
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ager of the California Fruit G 
ers Exchange, said that p 
Coast agriculture depends prin 
on two things: the standard o 
ing or buying power and the ; 
of world trade in fruits, vege 
and other specialty crops. It 
to advertising to expand p), 
markets to take care of inc: 
production, he declared. 


O'Connell Appointed 

B. L. Lemke Company, New 
manufacturing chemist, has 
pointed R. T. O’Connell Cor 
New York, as its agency. 


Atlanta Office Moved 


Walter Meeks, Street & S&S: 
southern representative, has : 
to new offices at 101 Mariett: 
lanta 3. 
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B Committee 


Condemns Direct 
Payment to Unions 


New York, Oct. 27.—The steering 


ittee of the National Associa- 


mm 
ae of Broadcasters, following a 
two-day meeting here last week, 


issu‘ 


I 
Foye? rs to a union, characterizing 
it as “vicious” and “as being eco- 
nomically and socially unsound as L 
extortion is immoral and illegal.” union. 
The committee, appointed 15 
months ago by the NAB board of 


i a statement condemning the 
ple of direct payments by em- 


directors in connection with the 
recording dispute, also declared 
phonograph record and electrical 
transcription companies that have 
not signed the contract with the 
American Federation of Musicians, 
which incorporates this principle, 
are “in an obviously unfortunate 
position.” 

“With the signing of contracts 
with James C. Petrillo by four more 
transcription companies it becomes 
apparent that Mr. Petrillo has 
established in the recording field a 
most vicious principle,” the state- 
ment said. “By the terms of the 
contract, Mr. Petrillo levies a tax 
on the companies for the privilege 
of hiring members of his union, 
which tax is paid direct to the 
Although an attempt is 
made to gain public approval of 
administration of the fund by the 


appointment as ‘advisers’ of public 
representatives, who have no vote, 
such procedure in no way mitigates 
the evils of the principle.” 

Continuing, the statement says, 
“Columbia Recording Corporation, 
RCA Victor, and NBC-Thesaurus, 
with courage which should call 
forth the commendation of the 
entire broadcasting industry, have 
continued their opposition to the 
principle of direct payment to the 
union. These companies now find 
themselves, however, in an oObvi- 
ously unfortunate position. The 
merits of the principle which they 
oppose may now be adjudicated by 
the very panel which as mediator 
brought about the making of the 
contract which embodies the prin- 
ciple the panel is now supposed dis- 
passionately to evaluate.” 

Four additional electrical trans- 


cription companies signed a new 
contract with the AFM last week, 
ending a 15-month ban on the 
making of recordings. Terms of 
the new contract incorporate sev- 
eral restrictions on the union not 
included in the earlier agreement 
initiated by the union, Decca Rec- 
ords, and others (AA, Sept. 27). 

The four companies are C. P. 
MacGregor, Lang- Worth Feature 
Programs, Standard Radio, and 
Associated Music Publishers, which 
controls Muzak, Inc. The announce- 
ment was made by Arthur S. 
Meyer, chairman of a special WLB 
panel, which has been attempting 
to arbitrate the 15-month deadlock. 

The primary modifications in the 
new contract, which are not em- 
bodied in the earlier signing be- 
tween the union and Decca Records, 
provide for the following: 


_— 


preaks the ruless 


Networks are always paying out money to say kind things in print about 


their stations. This time we pull a switch. It's high time astation told the 


world about its network —and what the network means to the station. 


fw does CBS mean to WTAG ? 

Professional expertness? Prompt 
and sensible cooperation? Straight- 
shooting? Far-sightedness in our in- 
terest as in its own? Sure. All those 
things, and a lot more. But those are 
only the attributes you expect from a 
good partner. 


The most important things CBS 
means to WTAG are the things that 


CBS means to the WTAG audience. 


That’s an audience of 4 out of 5 of 
all radio homes in the “vital midriff” 
of New England, from New Hamp- 
shire through the golden area of 
Massachusetts into Connecticut. 
Three-fourths of a million people 
live in those radio homes. And what 
CBS means to those listeners is what 
it means first to our station. 


Vhings like this: 

John Daly goes into Messina with 
the first Allied scout patrols, is first 
out, first back to Algiers in General 
Patton’s own plane, first on the air 
with an eye-witness story of Messina, 
first in Worcester with that story. 
here were Worcester boys in Messina, 
! some of them are there forever. 


‘he foremost symphony orchestra 
in (he world comes into Worcester and 
(hs WTAG homes every Sunday after- 
toon, thanks to the foresight of the 
utwork that first offered this pro- 
erm 11 years ago, and recently had 

enterprise to persuade United 
‘tes Rubber Company to sponsor 
New York Philharmonic the year- 
ud. Worcester supports the oldest 
sic Festival in America. We love 
the arts. So we think of Artur 
lzinski as an honored citizen of 
rcester and our Commonwealth. 


anks to CBS, 


WTAG boys and girls dance to the 
best tunes—not skallyhootin around 
the countryside, but in their own 
homes. So do their fathers and moth- 
ers. They dance to Harry James and 
Sammy Kaye and a score more, and 
they sing with Kate Smith and Dinah 
Shore and Sinatra, and they howl 
at Jack Carson, George-and-Gracie. 
and Groucho Marx and Jerry Lester 
and Jimmy Durante. They thrill to 
DeMille’s “Lux” shows, and to Screen 
Guild. 

Over 400 Worcester-area plants are 
working for war. It means a lot to 
WTAG to be the chief source of all 
that darn good morale-entertainment 
to its own great community. 


HEN anything civic of any stat- 
| ip happens in Worcester and 
WTAG country, CBS always jumps in 
and pitches with us. That means a lot 
to the people of our area. 


It means a lot to our community 
that CBS pours into WTAG country 
news from all over the world gathered 
by a news service that Time Magazine 
calls “the most efficient and adult 
news service in radio.” Being news- 
paper people as well. we know news, 
and we recognize quality. 

It means a lot to WTAG homes too, 
that steadily one network has led all 


WIA 


soo warts WORCESTER 


the rest in pioneering better engineer- 
ing. to make the sound come in clear; 
that one network has led all the rest 
in keeping the air clean of unpleasant 
commercials; that there’s one net- 
work at least that won't carry cheap 
gossip. won't be browbeaten. It means 
a lot to WTAG homes to have a net- 
work come along with a program cam- 
paign idea like the one you see now in 
Worcester newspapers and cars and 
busses and posters. 


ERE in a pretty good position to 
oe networks. because for a 
long time we weren't a CBS affiliate. 
But when we tied up with CBS, the 
way the whole WTAG community fol- 
lowed us into the brilliant new hall 
where CBS offers the finest. richest 
array of varied programs on the air, 
was mighty impressive. Impressive, 
why—it was just a plain stampede of 
gratified loyalty. And the buying 
power of that newly augmented mar- 
ket of ours is mighty important to our 
advertisers ; they put more money 
into Worcester’s area, and sell more 
goods, and that suits everybody here- 
abouts just fine. 


Well—we could go on and itemize 
a hundred more reasons. But space 
costs money. 


* 


Let's just sum it up this way: 

CBS is okay with us because 4 out 
of 5 of all the radio homes in ihe 
whole WTAG area like CBS best. 
Real nice branch we've got in New 
York. Hope they see this ad. 


300 


KILOCYCLES 


(a) Appointment of a two-man 
advisory committee by the WPB, 
or, after the life of that agency, by 
the U. S. Secretary of Labor, to 
review the union’s administration 
of the employment fund in the 
public’s interest (employment fund 
is derived from payments by the 
companies of 3% of the gross reve- 
nue of the transcription business, 
involving multiple use of records); 

(b) Wage scales in effect July, 
1942, shall be continued for two 
years, after which either party may 
serve notice of its desire to change 
such wage scales for the period 
from Oct. 20, 1945, to Dec. 31, 1947; 

(c) A no-strike clause, which 
forbids ‘“‘cessation or interruption of 
your employment of our members 
in the making of recordings in con- 
nection with your business;” appli- 
cable to those making library trans- 
criptions only, and giving the union 
a free hand to act with members 
making phonograph records and 
commercial electrical transcriptions. 

Decca Records has been licensed 
for itself, World Broadcasting Sys- 
tem, and all other Decca subsidi- 
aries, to make recordings using all 
sound recording patents of the 
American Telephone & Telegraph 
Company and Western’ Electric 
Company. 

Officials of Decca have indicated 
that this is another step in the 
direction of constantly improving 
recording quality and_ insuring 
Decca’s access to new developments 
in sound recording which may occur 
in the future. 


Monroe Succeeds Wilson 


Morgan C. Monroe has_ been 
named director of industrial rela- 
tions of the Farmingdale, N. Y., 
division of Republic Aviation Cor- 
poration, succeeding W. L. Wilson, 
resigned. 


Coordinator Named 


Pettingell & Fenton, New York, 
has created a new department to 
coordinate work in the service de- 
partments, with Howard Ellison, 
recently of Paris & Peart and J. 
Walter Thompson, as coordinator. 


Interior-Exterior | 


advertising 


displays 


via Silk-Screen 


on PAPER 
GLASS 
woop 
METAL 
PLASTIC 
FABRIC 


FROM SMALLEST RADIO DIAL TO 


24 SHEET POSTERS 


AGENCY BUYERS: Ask us to give you a 


quick glance at silk-screen window, 
counter, point-of-sale and other dis- 
plays produced for leading national 
aceounts. You will be convinced that 
ours is a valuable source for small, 
medium and large silk-screen displays, 


up to 24 SHER T POSTERS. 


CRITICAL MATERIALS NO PROBLEM! 


Producing silk-screen displays that 
simulate pre-war quality, is accom- 
plished through use of suitable substi- 
tutes. Sturdy, attractive and leng-life 
displays are the result of exhaustive 
research and careful experiment with 


non-critical materials. 


25 YEARS EXPERIENCE in the creation 


and reproduction of silk-screen dis 
plays, has equipped us with a “know- 
how” that compels A-1 quality. Tell us 
your problem. We confidently believe 
we can solve it. Write or phone 

€ 


SULLIVAN- NOLAN ADV. 60. 
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Chain Store 9-Month 


Sales Shown Incorrectly 


To the Editor: On Page 46 of your 
Oct. 25 issue you publish some 
totals for the first nine manths’ 
sales of variety and miscellaneous 
chain stores, which I believe are 
incorrectly given. I may be wrong 
but check my attached adding ma- 
chine tape and if so let me know 
where. 

A. H. WITZLEBEN JR,. 

George S. May Business 

Foundation, Chicago. 

[Editor’s Note: Mr. Witzleben is 
correct. Individual sales figures for 
each chain store organization were 
shown correctly in the table, but 
the total sales of the 22 variety and 
miscellaneous chains for the first 
nine months of this year and last 
were so large that they ran off the 
calculator, and therefore were given 
incorrectly. Totals for the variety 
chain group for the first nine 
months of 1943 were $1,198,379,489:; 
and for the same period of 1942 
they were $1,138,086,015. Nine- 
month totals for 1943 for all chains 
shown in the tabulation were $3,- 
123,970,086; for the same period in 
1942, the over-all total was $3,054,- 
499,572. This means that for the 
first nine months, variety and mis- 
cellaneous chains showed an over- 
all sales increase of 5.3%, while for 
the same period, the over-all in- 
crease in sales for all chains was 
2.3%.] 

—. ow 
House Organ Goes to 
Program Directors 


To the Editor: Enclosed is Vol. 1, 
No. 1, of the Dr. LeGear “Radio 
Roundup,” a little house organ we 
feel is somewhat unique in that it 
is prepared exclusively for the pro- 
gram directors of the 123 radio sta- 
tions carrying the 1943-44 schedule 
of our client, the Dr. L. D. LeGear 
Medicine Company, St. Louis. 

Comments to date have been very 
favorable and possibly other agen- 
cies will be interested in this 
method of merchandising continued 
interest and enthusiasm on the part 
of radio stations. 

LEE HAMMETT, 

Simmonds & Simmonds, Inc., 
Chicago. 


* - 


S*porty Solves Product 


Illustration Problem 


To the Editor: The attached 
proofs will introduce “S*porty,” a 
new animated product character 
who is currently appearing in vari- 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| DISNEY DID IT | 


Sperry says: 


‘ONLY ADEL 
makes \ 
“ADELITE’ | 


A 


ferme nes ond net or see 


ee 


A new trade character named S*porty 

solves a difficult problem of product 

illustration for Adel Precision Products 

Corp.'s Adel line supports and Adelite 
synthetic rubber. 


ous aircraft trade magazines. 
To us he represents a _ light-| 
hearted solution to a rather dreary | 
|problem: how to put some life into | 
/an ad for a product which is diffi- | 
cult to illustrate because its small 
size causes it to get lost in every | 
“how to use it” installation photo- | 
graph. | 
Possibly some of your other| 
agency subscribers with clients hav- | 
ing similar small but vital indus- | 
trial parts may be interested in the} 
solution. All credit to Walt Disney 
who filled the bill after a number | 
of dismal attempts by others. 
O. K. FAGAN, 
O. K. Fagan Advertising Agency, 
Los Angeles. 
, ee 


Milk Cartons at Work 


To the Editor: Are you the kind 
of a chap that can take a little kid- | 
ding? I sincerely hope you are in| 
|a good humor this morning, because | 
|here we go. Naturally, I do not| 
know who really wrote the Ad-lib- | 
| ling article in your Sept. 6 edition, | 
|but I did enjoy reading it very | 
|}much. Most of its interest comes | 
|from the fact that it discloses so| 
‘little knowledge of what is actually | 


Here’s the ONE WAY 


To reach 


RICHEST FARM COUNTY! 


@ The Daily Pantagraph is the only key to McLean County’s buy- 
ing power. Buying power that makes McLean County the richest 
farm county in the state. Buying power that comes from an agri- 
cultural production valued annually at more than $32,000,000 — 


and an annual industrial payroll 


County seat. Buying power that saw McLean County top its Third 
War Loan quota by more than $4,387,000. Buying power that gives 
the Bloomington Trading area an effective buying income of $876 


per capita 


County 


Bloomington, Illinois 


second only to Chicago (Sales Management Survey). 
Put the Pantagraph on your schedule for 84% coverage of McLean | 


for 71% coverage of the Primary Trading Zone. 


ILLINOIS’ 


of $9,390,000 in Bloomington, the 


Established 1846 | 


Gilman, Nieol) 
New York - 


& Ruthmean, Nationa) 
Boston — Philadelphia -—— 


Advertising Representatives 


Chicago -- San Francisco 


going on in the paper milk bottle 


| advertising world and, therefore, so 
| widely misses the mark at which it 


is shooting. 

After correctly inferring that the 
glass milk bottle boys have done a 
poor job of using the available ad- 
vertising space an their bottles, it 
is stated that “Then came the one- 
way-trip paper container, still not 
too widely used.” That statement 
is the first in quite a long time of 
bad slips. I am sure you will be 
interested to know that there is not 
a single state in the Union that does 
not use single service paper con- 
tainers for the distribution of some 
portion of their total state require- 
ments of various types of dairy 
products. I believe that you will 
agree with me that the fact that the 
containers are used throughout the 
entire United States, from coast to 
coast, and in practically every mod- 
erate size American city, is not con- 
sistent with the statement that they 
are “still not too widely used.” 

Of course, scope of usage and 
quantity of usage are entirely two 
different things. However, I am 
glad to point out that the quantity 
being used today aggregates a sub- 
stantial figure. Speaking of our 
own Pure-Pak container alone, we 


eae & 


are successfully operating in 33 of 
the 48 states, in addition to the Dis- 
trict of Columbia. At the present 
time, distribution is more than two 
million units daily, and I am sure 
that our combined competitors are 
distributing more than twice that 
number of containers daily. 

Next, you state that about all the 
dairies have been able to do is to 
stretch their name and a description 
of the contents over a full panel 
(which is repeated on the opposite 
side) and add “‘some innocuous mes- 
sage” such as Buy War Bonds. 
Shame on you for referring to the 
statement Buy War Bonds as an in- 
nocuous message. Frankly, I had 
no idea of the meaning of the word 
until I referred to Mr. Webster's 
unabridged fifth edition, which de- 
fines the word as meaning some- 
thing that “produces no ill effect or 
no injury.” I have a feeling that 
the Japs and the Germans wish 
with all their power that the words 
Buy War Bonds produced no harm 
or ill effect. It is my understanding 
that the money paid for war bonds 
goes for the purchase of bombers, 
torpedoes, power and lead to blow 
some of those babies off the face of 
the earth. I am afraid you’d have 
trouble convincing them that the 
words were harmless and had no ill 
effect. 

Not knowing you, I haven’t the 
slightest idea how much you travel 
around, but your statement that 
you have yet to see the milk carton 
that even pretends to make use of 


the sales and good will possibilities 


Advertising Age, November 1. 


1943 
inherent in its extraordinary y))y. 
ber of square inches of white space 
leads me to believe that mo:: of 
your traveling around has jeep, 
traveling around home. I be)ieye 
you will immediately see the ti. 
fication for this statement after yoy 


examine the enclosed Pure-p; 


cartons. Since the attached samples 
are “widely used” for the distripy. 
tion of dairy products all th; ray 
from Texas to Pennsylvania, | cap. 
not understand how you could haye 
failed to see them had you beep 
around very much. 

In another place, you refer to the 
possibility that Johnny uld 
adamantly refuse to Carry milk 
home from the store if the carton 
dared show the fighting Marines 
gulping down then: miik before they 
went out to nip the Nips. If yoy 
will examine one of the encloseg 


Greenbrier Dairy cartons, yo 


find that the dair y name jg 
“stretched” over one panel only. 
The other three panels, or 75% of 
the total space, are used to tel! the 
world that the United States Ma- 


rines are “The Fightin’est Men jp 
Many Lands.” Another pane] tells 


young men to “Fly with the Ma- 
rines,” and like the American eagle 
attacking the Jap plane, they are 
told to “Hit Hard and Often,” and 


yet the entire third panel depicts 
an armed U. S. marine in a courage- 
ous position. No, I don’t think 
Johnny will refuse to carry the milk 
home because of this extremely 
helpful propaganda for our good old 
U. S. Marine Corps. 


| et’s 


GO 


ay 


MAKE 
PAPER 


Y|} 


The armed forces’ need for pulp and paper products comes first! 


For pulp is used in making explosives and surgical dressings, 
well as paper for wrapping food, medicines, blood plasma, she!!s. 
and gun and plane replacement parts. Yet pulp and paper 


critical materials today because too few men are cutting pulpwor 


s 


, 


~ 


While Government. paper industry and press are struggling to so 


this manpower shortage, every individual and every business mu-! 


plan to get the most out of existing stocks and current productio! 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, 


MILLS AT HAMILTON, OHTO . 


.. CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, En 


and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND + BOSTON + ST. LOUIS + CINCINNATI 
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You will notice that another con- 
is almost exclusively dedi- 


tail 

a to the U. S. Navy, naval gun- 
ners and naval flyers, Still another 
uses an entire side panel pleading 
for (ue thousands of nurses that are 
<«o urgently needed at home and in 
the armed forces. 


The Johnson Milk Company of 
Detroit uses very little of the avail- 
space on its carton for com- 


- advertising. All one panel, 
large type, under a screaming 
American eagle, encourages Ameri- 
cans to keep fit and reminds them 
that Francis Scott Key did write a 
song called “The Star-Spangled 
Banner” and that Samuel Alfred 
Smith wrote another very popular 
number, entitled “America.” Even 
the many of us who had forgotten 
the words can again read them on 


the sides of this milk container. 
We won’t go into all the others in 


det but you will notice that a 
Philadelphia dairy advertises “A 
War Job for Women” on the side of 
their Pure-Pak container. This en- 
deavor has the full approval of the 
War Production Board, as you can 
see by the official seal of the WPB 
shown on the side of the container. 


A high official of the WPB, in a 
letter, stated that 


congratulatory 

this was the first time in this war 
that a milk container had been used 
for such an outstanding purpose. 


Please take a look at the Christ- 
mas container used by the Field- 
crest Dairies of Chicago. After ex- 


wreaths of holly, men bringing in a 
Yule log to a snow-covered coun- 
try home, and the merry-makers 
enjoying the gorgeous coach-and- 
four, can you still say that this con- 
tainer contains nothing except some 
“choice tidbits” as the carton mak- 
er’s name and his patent and pat. 
pending numbers? 

The attached samples are but a 
few of the hundreds of instances of 
such activities which are being con- 
stantly carried on by milk distribu- 
tors in this country. So, following 
the invitation in your last para- 
graph, I could not help but take ex- 
ception to your statement that dairy 
advertising people succeed in keep- 
ing the paper milk carton as unin- 
viting and as uninteresting as a 
blank sheet of newsprnit. 

GEoRGE D. Scott, 

Pure Pak Division, Ex-Cell-O 

Corporation, Detroit. 


Triple Personality 
Carries On for Bachrach 


To the Editor: The squib under 
“Ad-libbing” in your Oct. 4 issue, 
and the second comment on Oct. 18 
refer to a situation that is even 
more complicated than you realize. 
I only hope that the public at large 


has not developed so sensitive aj} 


reaction as the editor—many sleep- 
less nights would be the result! 
In the first place the illustration 


again 


In the second place both my sons, 
Bradford Bachrach, Photographer 
of Women, and Fabian Bachrach, 
Photographer of Men, are Officers 
in the USNR on leave from their 
studios. 

This means that I am now culti- 
vating a triple personality as the 
head of Bachrach, Portrait Photog- 
raphers since 1868; Bradford Bach- 
rach, Photographer of Women, and 
Fabian Bachrach, Photographer of 
Men. So far I have been able to 
“shift” smoothly enough so that the 
public has not been disturbed by 
any “stripping of gears”! 

LouIs FABIAN BACHRACH, 
Newton, Mass. 


Good Will Builders Are 
Success for Snap-on 


To the Editor: The attached 
samples of recent good will build- 
ing promotions may be of sufficient 
interest to you to warrant mention 
in your columns. 

The first, the railroad time table, 
was prepared for the benefit of 
salesmen and other visitors calling 
at our plant at Kenosha, Wis., and 
who, no longer able to travel by 
auto, must depend upon railway 
transportation. 

The majority of such visitors plan 
to go either to Milwaukee or Chi- 
cago from our offices by either the 
Chicago & Northwestern Railroad or 


in the ad to which you refer is of |Chicago & North Shore Railroad, 


Fabian Bachrach and his wife—it 


| and practically every caller found it 


ent train service. Either that or 
wade through complicated time 
tables. 


These cards give practically all} 
the trains on both the lines making 
stops at Kenosha, black figures in- | 
dicating one road and red figures | 
indicating the other. They are in- | 
terspersed according to departure | 
times, and information as to diner | 
facilities, etc., is provided. One of | 
these cards is handed to each visitor | 
by the receptionist at our waiting | 
room and while arrangements are 
being made to admit the caller into 
our offices or plant, an opportunity 
is provided for a quick check on 
train departures and the time avail- 
able for the call. 


This card has been exceptionally 
well received and we have received 
many verbal and written expres- 
sions of appreciation for this con- 
venience. 


The second piece, the war bond 
envelope, is intended for widespread 
distribution to mechanics in the 
automotive repair shop and through- 
out industry. Our products are 
sold and distributed through our 
own national branch organization 
and staff of several hundred repre- 
sentatives calling directly on the 
trade. We are, .therefore, able to 
supply each representative with a 
quantity of these envelopes to be 
given personally to the mechanics 
in his territory. 

Geo. A. SMITH, 


amining this three-color artwork,| was made in a Bradford Bachrach | necessary to call the local railroad Advertising Manager, Snap-on 
which consists of red_ ribbons, | studio! stations to learn the most conveni- Tools Corporation, Racine, Wis. 
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Cows Know Their Esprit 
To the Editor: I thought you 


might be interested in the enclosed 
advertisement which appeared Sat- 


Esprit d'cows! 


i 


Maybe our French isn't perfect, but what 
we mean to say is—OUR COWS DON'T 
HAVE TO BE TOLD THERE'S A WAR 
ON! That's why more of that good IXL 
milk is available today, at your grocer’s 
and in your icebox. 


ve 
2 sm 3 = 
O'Brien - KVOR 
ash val 
urday, Oct. 9, in the Colorado 


| Springs Gazette and Telegraph, on 
| behalf of our client, the [XL cream- 
ery company. 

The ad_ provoked 
comment. 

RosBErRT B.,. MCWILLIAMS, 
Galen E. Broyles Company, 
Colorado Springs, Colo. 


7, =! 


Confusion of Parades 


To the Editor: Oct. 11 issue of 
ADVERTISING AGE, Page 16—adver- 
tisement headed “Parade.” 

Turn one page, and see a second 
advertisement boosting another 
publication with a huge headline: 
“For sale: An Audience— Not a 
Parade.” 

No carping criticism; merely an 
amused observation of one of those 
things which go right past the 
makeup desk and are usually seen 
at once when the finished copy is 
delivered. 


considerable 


R. D. WHEELER, 
Circulation Department, Curtis 


Publishing Company, New 
York. 
Scriven to Open 
McKinsey, Kearney Office 
| Ed Scriven, at one time director 
| of research for Blackett-Sample- 


Hummert and Lord & Thomas, and 
subsequently English manager for 
A. C. Nielsen Company and director 
of field operations for the War Pro- 
duction Board, has joined McKin- 
sey, Kearney & Co., management 
engineering organization. 

Mr. Scriven will open a San 
Francisco office for the organization 
| shortly. 


Kendall Thurston 
Made FC&B Vice-President 
Kendall Thurston, chief copy- 


writer on the Sunkist account since 
1930, has been made a vice-presi- 
dent of Foote, Cone & Belding. He 
will continue in the Los Angeles 
office, and will continue his work 
on the Sunkist account. 

Prior to joining the agency, Mr. 
Thurston was vice-president of 
Young & McCallister, where he 
handled direct mail advertising of 
California Fruit Growers Exchange. 


ling Women While 
They’re Young 
Published by GIRL SCOUTS 
155 E. 44th St., New York 
Member of } 
THE YOUTH GROUP } 
| — ———— [ 
| — << 
200,000 ABC! ‘ 


' can i ae sais oe 3 1. - F bh mer ts . ate - - een yr 3 a Soh et a ao: Me A a Reeg “s Mba! etcetera Kf So TE ae, ea ae | oe see 4 
, 1943 7 Tree = % * 
é eve on 4 . 
re-Pak “7 
ate | | ¥ 
Striby. 4 _ : ies 
a At =" 
an- A a 
a ave bf J 
U been / oS / 
' to the / 
would = : 
r milk 
= ae 
Marines 
re they 
If you ee 
nclosed a 
me is 
L nly, ale 
15% of | 
tell the 
+ Ma- 
Vien in 
el tells 
le Ma- 
nN eagle 
iey are 
1,” and ee . 
depicts ; 
urage- 
think 
remely ed 
| 
ee | 
mE i ae ea 4 
HT ae , 2 # i 
’ 7 ol i) ue ¥ —<—_— , iam “is | ie. 
} LP { f i ‘ i ~ 1 ; F i " ne, i a » | re 
: - 2 f . . fing t : ‘ : ome wh | aa " 
ty 3 i : “A ‘ i a * a a 7 
PY a a - q i | . : > oe w= : 
a a yy { t+ api ee i 7 
, — 4g > . . \ \\ 3 , ye z Aas . on ' 
j ri “ - Y 4 ’ ‘ ~*~ . Ate Pe i; Lae e a e 
j . hea | a ah. = 
€ er . A A to yy ae # 
7 Me ify Lia Jul aia, J Ml - 
“4 is |? iZ- ¢ i P 5% { 4 » 
e <. 4 ’ 4 : Me. yp . a , Saeed " 
a a " hat 5 H : - > v4 P » 3 : : 
a wAN > - 
- ‘go, a8 ae Lig _ —, _* 
} N y. y he , ; =| i Kg mo if aes 
A Cc é ; we Z ff Ke } Me. * , ae a . 4 | f = 
mm e-% aes 9 —~ 2 ee i 
an le es, eee a = - 
\ ro) i SR ee es 2 
iV : G Pe ; ae 4 e e a a ma chy — - 
- Z mew’ ere ; ae” . 
4 vee a i ee ee i 7 
oe a —“(tiC 
“| Fees N a Oe fpr ee ae 
oe ' 
= jj —, ——— ) | ‘ 
: : on mer ‘es wee o ; tat } : 
first! ail 4 a e je do —_— 
y ae : - en ‘“ | 
er / nee A? >’? an. oe | 
cae? 2 aaaaa A - —_ 
1! © 4, : . is a “ = ’ o 7 a 7 _— 
mn 's9 NIV ay 
= ‘ if 4 a <a se a ae A Tw 
re ~ 24 ; . . a) tf ~ : ' 4 Quw ds of 
re -— 7 3 ~~ FF > . ae ousa® -” 
me > N/, a= De eo! 
& . os Fe 7 } + ery ° 3 r ae ’ t Y . Ss 
od Pi + : 4 , aN Es, a — Vreshold ict . 
; . ? = ; . ; ce «of ov er the vaan’s mar ™ ” 
| mw E oF WI AY adult ¥° | 
4) ‘ ga or be : % “4 ' z q P 1s, ( 3 . ~ * —_ Y ‘ wD. * \ = 
; ) 2 ae —— a) a, ~: ” y » ; mee 
nist <x a. Ba we ) {\ ; ey 
hg = P ‘ee ae Px 2 ‘ a § 
ila ia } ees S , ., ae 
* ‘ of — ) . —, 
‘1 ri. ’ “~ f a < 4 ” 4 ‘ ; af s a | it 7 Re 
~ i. : i / i? 4 % As uA Se t Hi vy Ba wee 
. & _ a ¢ ‘ h ¢ 4 yy fre bs 
om f\ O77 2) F942 
Env: ‘op . YP te ad a ‘ _siiiel 1 a 
Za * 2 a . ' a : Z 
ae: ‘ . Ss t 
=a a Le pn: od man wes atl flee ot Z 2 & oe. ak P Ply ee ee ee ° pe ‘ a obs Ta : . . staan Sy te a wu ee . oe a is a iy Siw =. ee sped ou x « . a us 
Pit. “ie et ent ee ee 5 CEN ES Be eee | ae" wee ss aes Pre: ht OSE .. ee Oe eee 
% igh. oa es Pe Res ns ; we = ox Bs a ; Pas te tess i ec ee Phin ges PSS aa a oF “fi lad Sh aay Tr - - tix. FP 3 pa 
Tat Ag es Be a ee ae es Be GU gt Ga ee) ee. oes | ae eee oe wes ae Sofie oS 0 gape ae. ee eee eee gS 


36 


Mennen Features 
Baby Oil in 
New Campaign 


Newark, N. J., Oct. 26.—Reflect- 
ing the growing volume of baby 
goods sales, the Mennen Company 
will launch a new advertising cam- 
paign for its antiseptic baby oil 
with a full-color page breaking in 
the Nov. 1 issue of Life. Half-page, 
two-thirds and full-page insertions 
are also scheduled to appear in 
more than 25 other leading national 
magazines. 

Headlined, “Why do hospitals do 
this?”, copy describes how Mennen 
antiseptic oil is used in the great 
majority of America’s hospitals and 
reports the great work done by hos- 
pitals, physicians and nurses in low- 


ering the U. S. infant mortality rate 
year after year. 

H. M. Kiesewetter Advertising 
Agency, New York, handles the 
campaign. 


Heads Farm Institute 
C. B. Schmidt, Chicago, has been 


elected president of the Farm 
Equipment Institute, succeeding 
Frank Silloway, Moline, Ill. George 


L. Gillette, Minneapolis, will serve 
as chairman of the executive com- 
mittee. 


Hooker to Arens Controls 


Philip Hooker, previously with 
Bell Aircraft, Buffalo, has been 
appointed sales and advertising 
manager of Arens Controls, Inc., 
Chicago, manufacturer of remote 
control equipment. 


Cites Importance 
of Termination of 
War Contracts 


Washington, D. C., Oct. 26.—To 
provide jobs for homecoming sold- 
iers and maintain a high level of 
productive employment, adequate 
machinery must be set up now 
promptly to free funds which hun- 
dreds of thousands of firms will 
have tied up in war contracts at the 
close of the war, according to the 
first report of the Committee for 
Economic Development which was 
released here last week. 


Pointing out that at present there 
are 100,000 prime war contracts and 
several times as many sub-contracts, 
aggregating $60 to $75 billions with 
inventories of from $10 to $15 bil- 
lions, the report declares that after 
the government cancels these con- 
tracts, “needless delay in the release 
of business funds will cause needless 
employment.” 

When the last war ended, there 
were approximately 32,000 war con- 
tracts totaling $5 billions and de- 
spite strenuous efforts of govern- 
ment officials to expedite settle- 
ments, there were more than 7,000 
unsettled contracts a year after the 
close of the war. Average time to 
settle a claim taken to court was 
three and a half years, the report 
reveals. 

One of the major problems facing 
the nation is prompt release of funds 
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Three publication “freaks!” 


An open letter to account executives, 
space buyers and manufacturers 


Our 3 papers—the Main Line Times, the German- 
town Courier and the Upper Darby News — are 
delivered every Thursday to 52,937 families. Based 
on our own studies, these papers have an average 
readership of 3.75 persons — an all-time high for 
intensive readership of any publication, whether it 
be a magazine or a newspaper. 

Based on further studies, we know that 35% of 
all of the family purchases made by our readers. 
(we have 52.937 times 3.75, or 198.513.75) live in 
those sections of Philadelphia indicated in the above 
maps — Germantown (Phila., Chestnut Hill, Mt. 
Airy), Ardmore (the Great Main Line) and Upper 
Darby (Eastern Deleware County ). 

The families who take our 3 papers fall in 4 
income groups, as follows: 


(a) $25 to $35 awk.—20% , (c) $50 to $75 a wk.—22% 
(b) $35 to $50 awk.-25% (d) $75 and up a wk.-—33% 


One of the reasons why we have so large and inten- 
sive a readership of our 3 papers is that we average 
from 1,400 to 2.200 names of men, women and 
children in our news columns in every issue. (We'll 
be glad to send you a copy of each of the papers so 
that you can count the names yourself.) So far as 
we know, no publication of any kind, published in 
the United States, lists so many names of their sub- 
scribers as we do in our 3 papers. 


You see, we have no AP, International News or 
UP Services. Our telephone lines are busy day in 
and day out with incoming news items from our 
correspondents. In addition to this, our own report- 
ers are constantly digging up literally hundreds of 
news items. As a result, fully 90% of all the stories 
and pictures we run are about seagie — our neigh- 
bors, our friends. We talk about the church activi- 
ties, sports. births, weddings, deaths, conventions, 
conferences, civilian defense work—as a matter of 
fact, we are just what you think we are—live, aggres- 
sive, gossipy weekly newspapers. 

If you have anything for sale — especially cos- 
metics, wearing apparel or food—here are 3 “slices” 
of the Philadelphia market that will not only buy 
your merchandise but will repeat again and again 
and again. We have found them to be loyal, faith- 
ful customers. They stick with you. 

Practically every retailér in these 3 rich markets 
uses our papers at some time or another. They know 
us. We are in a position to help your salesmen, your 
jobbers, your copywriters — anybody who is inter- 
ested in an economical approach to the distribution 
of your merchandise in these 3 territories. 


P.S. If you are not now receiving our monthly news 
letter and samples of our papers, won't you please 
send us your name and address so that we can put 
you on our list? Thank you. 


Philadelphia Suburban Newspapers, Ine. 
ae et 


MAIN LINE TIMES - 


UPPER DARBY NEWS . 


GERMANTOWN COURIER 


‘| controls; 
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when the war is over, to e ble 
business to put people to work 
ducing peacetime goods, the fp 
report indicates and goes on t; 
ommend consideration by Co; 
of a four-point program to for: -a)) 
the emergency which wil] 

when wholesale cancellation o; 
tracts begins. These recomm, 
tions are: 

(1) Creation by Congress 
Centract Settlement Board, 
posed of representatives of cach 
contracting agency with a cha 
appointed by the President, t 
plify and unify contract sett] 
policies and procedures. At pres 
there is no uniform policy govern; 
settlement of terminated wa) 
tracts, each contracting agency fo). 
lowing its own policy. 

(2) Decentralize administration of 
contract settlement procedure t 
avoid disastrous delays which woyjq 
occur if the administration of hyp. 
dreds of thousands of contract set. 
tlements were funneled into one 
central agency. Authority to make 
final settlement should be placeg 
with the contracting agencies, goy. 
erned by the general policies |aiq 
down by the Contract Settlement 
Board. 

(3) In case of dispute there should 
be prompt recourse to the courts. 
Existing legal machinery will not be 
adequate to handle dispute Claims, 
hence temporary expansion of ex- 
isting machinery, such as setting up 
branch courts of claim in various 
sections of the country, or other al- 
ternatives as determined by Con- 
gress, should be effected. 

(4) Provision for mandatory loans 
to contractors and sub-contractors 
to cover a substantial portion of 
proper settlement claims. These 
loans will save valuable weeks and 
months of time in enabling firms— 
particularly smaller ones—to re- 
employ workers and get back to 
peacetime production. Overpayment 
of loans must be paid back to the 
government with interest. 


Other Problems Studied 


While the CED report views the 
settlement of terminated war con- 
tracts as one of the most vital post- 
war problems to be solved before 
this country can achieve prosperous 
peacetime conditions, it recognizes 
there are other grave questions to 
be dealt with, such as demobiliza- 
tion of the armed forces and war 
workers; provision for adequate 
compensation for workers tempo- 
rarily unemployed during the tran- 
sition period; liquidation of wartime 
disposal of government- 
owned plants; reorganization of the 
federal tax structure, etc. 

The CED’s research commmittee, 
headed by Ralph E. Flanders, presi- 
dent of Jones & Lamson, is now en- 
gaged in studies covering these and 
related problems. The report on 
“Postwar Employment and the Set- 
tlement of Terminated War Con- 
tracts” is the first to be issued. 


Kafer to Goodyear 
Calcutta Office 


Frank Kafer, of the highway 
transportation department of Good- 
year Tire & Rubber Company, 
Akron, will leave shortly for Cal- 
cutta, India, where he will become 
sales manager of the company’s 
India subsidiary. He has en 
associated with Goodyear since 1°17, 
serving in various branch offices, 
including European countries an 4 
special mission trip to India in 1 0. 


500,000 


STOCK PHOTO 


_ WRITE FOR INFORMATION 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CE 


425 S. WABASH AVENUE | 
CHICAGO 
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A couple of kids and some barbed With countless thousands of new | 
wire. That wire went up December 7th, people in Hawaii, a news-hungry Tang : 
1941. It’s still there because Hawaii is population has skyrocketed newspaper ie aman | 
always on the alert. But thousands of _ circulations. Significant, then, Star- 
people . . . service men, war workers, Bulletin complete dominance of both 
local citizens . . . enjoy Waikiki Beach daily and week-end fields . . . and 4 
despite barbed wire... whenever they . . . (space buyers please note latest a 
find time for relaxation from pressure ABC publishers’ statements) . . pM 
of work . . . in this arsenal for the strikingly significant the increased Y 
Pacific war. ratio of lead in home delivered copies. ! 
Now, even more than before the war, ‘ 


4 ma ~~ 
¥ ce oe 


this is Hawaii’s home newspaper. 


* 


a 


. ‘ ‘ . 
’ ee 
fionoiluly Star-Bulletin 
Mainland Representatives’ .., O Mara. & Ormsbee, Inc. 
New York) Chicago . Satt Francisco . Los Angeles 
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Guide Group Drops 
‘Movie-Radio, 
Combines Others 


New York, Oct. 26.—The Guide 
Magazines group has combined two 
of its detective magazines under one 
cover and suspended publication of 
its Movie-Radio Guide for the dura- 


Official Detective, effective with the 
March, 1944, issue. New advertis- 


| black-and-white pages, and $650 for 
| four colors. 

Other changes in rates in Rate 
|Card No. 8, recently issued by the 
| Guide Magazines, 
|page black-and-white rates 
Click of $1,800 compared with 
$1,500, with four-color pages jump- 
ing from $2,250 to $2,700. Guaran- 


| ng rates are listed as $450 for full) 


include new full- | 
for | 


tion, according to A. L. Reinitz, | teed circulation for Click has been 
eastern advertising manager, who| raised from 750,000 to 850,000, and 
also revealed many changes in | four- -color advertisements will now | 


be accepted for second and third 
|cover pages at $3,100. The Screen 
Guide-Stardom guarantee rises from 


advertising rates for the magazines, | 
effective with March, 1944, issues. 
Movie-Radio Guide, monthly pub- 


lication, will be discontinued in| 559,000 to 650,000, with new rates 
order to obtain more paper for| ®t $1,300 for black-and-white page 
Click and Screen Guide-Stardom, | 204 $1,950 for four colors. Second 

*!and third covers in four colors are 


while remaining within WPB regu- 
lations, Mr. Reinitz said. The addi- 
tional paper supply will make it 
possible to bring the circulation of 
Click to more than 1,500,000, while 
Screen Guide-Stardom will top the 


listed at $2,250. 


Schwarze Names Agency 
Schwarze Electric Company, 


1.000.000 mark. Adrian, Mich., maker of hospital 
"Two detective magazines, Actual| Signal systems, has placed its ac- 
Detective and Official Detective | count with Roche, Williams & Cun- 


nyngham, Chicago. Robert H. 


will be combined under the title : ; 
Stracke is account executive. 


For Signs of ‘Berry to Roosevelt 
the Future | Gene Berry, formerly sales man- 
ager at the Hillcrest Hotel, Toledo, 
Look to— has been named to the same post 
|at the Roosevelt Hotel, Pittsburgh, 
| succeeding Rush Strayer, now serv- 
ing as an overseas club director for 
the American Red Cross. 


CO. LIMA OCHIO 


BABE RUTH HIT 125 HOME RUNS 
IN ONE HOUR!” 


BUT—o BROADCASTER IN CHICAGO 
OR DETROIT CAN HIT WESTERN MICHIGAN 
REGULARLY! 


If you are pitching for the Grand 


Rapids- Kalamazoo area, from 


Chicago or Detroit — well, you 
might just as well save your 
strength. 


The heart of Michigan’s second- 


largest market is 150 miles or 


more from either of those cities. 


and that’s just too far, even if we 


didn't have a notorious fading 
condition around here. . 
The Kalamazoo-Grand Western Michigan depends on 
Rapids area is the home of ea 
1.483.509 better-than-average V KZO for the best of lecal and 
consumers who vastly pre 4 - : 
fer WKZO to any and every CBS entertainment. With 5000 
other radio station, ither 
‘outside’ or “inside’’ the , . nd f 7 Th " an 
Peg Rg watts, at 590 ke. WKZO has no 
of Tires Coes, “outside competition”. If you 


want the FACTS, telephone Free 
& Peters, or drop us a line direct. 
But meanwhile, don’t kid your- 
self about that matter of Chicago 
or Detroit! 


*Con't be true, you think? Drop us a line 


WKZO 


covers all Western Michigan, with studios in 


KALAMAZOO and GRAND RAPIDS 


JOHN E. FETZER, Presiden: and General Manager 
FREE & PETERS, INC.. 


GRAND RAPIDS 
* 


nem 


. 
AALAMAIOO 


3000 Watts 
390 KC 
CBS 


Exclusive National Representatives 


| 
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Deluge of New 
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most prominent and widely known advertising men. 
direction” 


column. 


October 18. Because their milline rate is Cctober 21. 
high, the small town and rural weeklies 
do not get much attention from the gen- 
erality of national advertisers. But they 
still have plenty of political significance, 
as every Congressman knows. So I was 
interested today to note in one of them— 
a mouthpiece of a Democratic state regime 
—an editorial advising this state party to 
disassociate itself from the naticnal admin- 
istration if it wanted to win the next elec- 
tion. 


local 


populace. 


advertising activities in the recent war 
bond campaign, and for constructive sug- 
gestions for the fourth campaign which is 
coming. It seems to me that we are still 
not getting enough of the money from the 
wage earning groups to whom most of 
this advertising is supposedly directed. I 
suspect that one reason is that we have not 
yet concreted the proposition sufficiently. 
Maybe I could get more excited over lend- 


together 


to be. 


« 
is the world’s 

October 20. One of the greatest schcols 
of advertising ever conducted was the old 
System Magazine, when owned and run by 
Arch Shaw. He made a house organ into 
a million dollar publishing property, 
largely through his instinct for mail selling 
and promotion. And 
made a dozen or more young fellows of 
1910 into some of the top advertising and 
publishing men of today. The last time I 
saw Shaw he was immersed in economic 
and political studies; but I found that he 
could still r’ar up like an old fire horse 
over a key sheet of direct selling returns. 


serving over 


famous course 


University 
books 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
of any kind. The author is glad to receive comment, but cannot 
answer letters, except as he may find it appropriate to do so through the 


In our town the National 
War Fund is being responded to through a 
sense of duty by the responsible citizens, 
reluctantly by the partisans of the different 
and national organizations partici- 
pating, .and hardly at all by the general 
The people who set this scheme 
up nationally were well versed in the me- 
chanics of fund raising, but they called in 
the advertising and publicity people too 
late to give the program the sharp emo- 
tional appeal it needs for popular response. 
Another failure to recognize that advertis- 


e ing begins with the shaping of the product 
itself. 
October 19. Received from the Treasury bd 
a form letter asking for criticism of the October 22. When I see the way in 


which men of diverse interests are working 
in the War Advertising Council, 
I wonder whether competition is the nat- 
ural instinct of man that it is cracked up 
Maybe the cooperative state yields 
more actual satisfaction than we have been 
accustomed to think; and that the competi- 
tive drive is largely a by-product of the 
industrial revolution 


labor. 
ing Uncle Sam a gun to kill a Jap than I Ms e 
could over lending him more dollars for a — 
piece of paper. October 23. Spent the evening by a 


purring wood fire, rereading the immortal 
“Adventures of Huckleberry 


very October 24. Speaking of book larnin’, I 
notice that President Hutchins of the Uni- 
in the process he versity of Chicago is going to give his 


in the One Hundred Best 
Books to a special group of Upper Case 
Chicago citizens. 
of Bill Benton’s ideas—especially when I 
note that the publication and sale of a 
of Chicago edition 
is to follow. 


greatest example of the 
educational superiority of doing and ob- 
book larnin’, 
does my soul good. 


It is presented in 


and the division of 


Finn.” Huck 


and he always 


Sounds to me like one 


of these 


| of two types: 
| war goods to peace goods of old, 
standard models from dies in stor- 


(1) reconversion from | machines six to nine months 


ite! 
peace comes; and I predict Jee; 


Goods Seen in 


| 
| 
| 
| 


| period, J. George Frederick, presi- 


|already partly or wholly perfected, 


|extent 


Postwar Period 


| ganization, 
|of the American Marketing Asso- 
|ciation here to expect about 2,980 


New York, Oct. 28.—Predicting a 
deluge of new goods in the postwar 
dent, 


Business Bourse, research or- 


yesterday told members 


new goods, including 320 new things | 


160 developments hinted at or 
known to be ready, 2,000 through 
industrial research, and 500 new 
items in critical stages of develop- 
ment. 

Separating the postwar period 
into three distinct time phases—| 
urgent replacement demand; recon- | 
version, readjustment interim de- 
mand; resumption of competitive 
and selective buying—Mr. Frederick 
asserted that the average peacetime 
consumer will not be inclined to 
wait a year or two for new and 
radically different postwar goods. 

The “urgent replacement de- 
mand” period will be drawn out to! 
12 or 15 months, according to Mr. 
Frederick, because of three slowing 
up factors: (1) continued after- 
war manufacture of considerable 
war and lend-lease goods, (2) the} 
gradual nature of demobilization 
and reconversion, (3) the huge 
of this demand, consumer | 
and industrial. 

He said reconversion is distinctly 


tended to exaggerate greatly 


|to be ready almost simultaneously. | 
|The automobile field can begin to 


manufacturers will have a big farm 
market,” Mr. Frederick added 
Evidence points to a heavy vol- 
ume of postwar deferred demand, 
he said, alluding to the Comn 
for Economic Development’s figure 
which show a $12,000,000 deferrec 
demand in an area of 12,000 people 
roughly $1,000 per capita. Thi 
deferred demand cannot possibly b¢ 
either supplied or paid for in the 
“urgent replacement” period, whic 
is one reason why this period wil 
“hang on” for a longer time thar 
many suppose, he contended. 


Clagett to Bothwell 
Peggy Clagett, formerly wit! 
S. Smith & Son Mfg. Company, has 
joined the staff of Earl A. Bothwel 
| Advertising Agency, Pittsburg! 


age, (2) reconversion to newly 
designed models utilizing all new 
wartime technological advance. 

“IT am convinced that we have 
the 
first type of reconversion,” he de- 
clared. “There are any number of 
firms which inform me they will be 
able to put large quantities of old- 
model peace goods into production 
inside of two to three months after 
war ceases. Cancellation of war 
contracts ahead of peace will hasten 
this. Chairman Robertson of West- 
inghouse Electric says his company 
needs only a few months. Some 
companies are even going to be able 


turn out cars from the old dies and 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE . LOS ANGELES 


Paid Circ. Negro Pop. 
Chicago Defender (Chicago) . 53,000 375,000 
Chicago Defender (National Edition) . 76,000 i 
Michigan Chronicle (Detroit) ‘ 22,050 193,000 
Louisville Defender (Louisville) . . 14,223 65,000 4 
Los Angeles Sentinel (Los Angeles) . 12,000 100,000 | 
Los Angeles Sentinel (National) 3,000 

160,273 733,000 ‘ 


Concentrated Negro Purchasing Power in above Markets $517,558,434 Annually 


GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 
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ITS BEST 


THE DISPATCH - - COLUMBUS, ‘OHIO. 
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SEEDS 


.,. a seattering of rich thoughts. Sowed as short 
reports of what is new and promising in Plastics 
... the hope being that they may be further 
nourished by fertile minds... and growing up 
yield fruit a hundred-fold. For the purpose, too, 
of stimulating further knowledge of techniques, 
materials and designs, these paragraphs are 
being published from time to time by Modern 
Plastics .. . the magazine closest to the Plastic 
industry... The Meeting-place of Plastic Minds! 


“PLASTICS DIVISION”... 


These magic address words now grace the letter- 
heads and advertisements of some of the leading 
firms in this country. Several of the largest rub- 
her producers are now in the plastics business 
to stay, with presumable important postwar 
repercussions on the quality and price of plastic 
materials and fabricated parts. The glass indus- 
try has at least three important stakes in plas- 
ties: Pittsburgh Plate Glass’s Columbia Resins. 
announced less than a year ago; Dow-Corning’s 
Silicones — the sensational new plastic which 
combines a synthetic resin with inorganic silica 
to achieve new plastic properties; and the fibre- 
glass laminates which utilize the strength and 
other properties of glass fibres welded with 
tough plastic resins. Of course, wood and plas- 
ties, married long ago, now have maturing off- 
springs of resin-bonded plywood. Yes, even 
complete plywood airplanes (the Curtiss Cara- 
van and the British Mosquito bomber ). Plastics 
have very definitely become an important link 
in American industry as part of the raw mate- 
rials chain and as part of the finished products 
chain — strong links with ever wider ramifica- 
tions and repercussions. 


HIGH-FREQUENCY HEAT. . . 
HOTTEST THING IN PLASTICS 


l\\gh-frequency heat is now being used to speed 
(ie plastic molding process by as much as 80° 
at the same time lowering molding pressure 
c to 40%. This new process also allows 


; 


much thicker sections to be molded of thermo- 
setting materials. Die costs and mold weatare 
correspondingly reduced. To electrical goods 
and communications, to automotive and refFig- 
eration, to furniture and fashions, this discovety 
promises better plastics at lower cost. Ta 


plastics, as such, it means an increased scope of ‘ 
application that will accelerate the industry’s \ 


rapid progress. 


MORE ELECTRONICS . . . 


Not only do plastics play a contributing role in 
electronic developments as in making available 
materials with the molding and insulation quali- 
ties needed by electronics manufacturers, but 
electronics contribute in turn to quicker, easier 
and cheaper plastics fabrication. 

Add to the electronic-heat-molding method. 
described above, the electronic “sewing” ma- 
chine. Developed by RCA, this new device 
welds sheets of thermoplastics together in a con- 
tinuous heat-seal. As a simplified method for 
sealing wraps, making bags, this new machine 
opens new vistas to plastics. Its “tailoring” pos- 
sibility may also see application in fabricating 
plastic raincoats, shower curtains and utility 
coverings—this, of course, when peace returns. 


ITS FIRST NOTES MAY WELL SWELL 
INTO A SYMPHONY IN PLASTICS! 


Fifteen separately molded plastic pieces brought 
together into the all-Plastic Bugle! The fact that 
it was molded of cellulose acetate butyrate may 
not concern the bugler, yet the following data 
are important to both his and industry’s interé 
ests. This bugle needs no pre-reveille warming 
up, extremes of heat or cold don’t raise hob 
when the mouth piece meets the lips. It is ex- 
tremely light — weighs but ten ounces — yet for 
tonal quality we understand its “Call to Colors” 
classes it right up with Brags. The molding and 
assembly processes are unique, paving the way 
for further musical achievements in plastics. 
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Lawn Mower Ad 
Campaign Gives 
Hand to Dealers 


Newburgh, N. Y., Oct. 27.—Cold- 
well Company, manufacturer of 
“America’s finest lawn mowers since 
1867,” now 100% on war work, turns 
its advertising copy to help dealers 
as well as present owners of lawn 
mowers in its current series of 300- 
line advertisements in 14 leading 
newspapers and six national maga- 
zines. 

Realizing that dealers have been 
hard hit because of inability to buy 
new stock, the Coldwell advertise- 
ments urge lawn mower owners to 
consult their Coldwell dealers for 
advice on upkeep and for ordering 
spare parts. A booklet, describing 


how to keep any brand of lawn 
mower in workable condition for 
the duration, has been issued by the 
company with several hundred 
thousand copies already distributed. 

Doyle, Kitchen & McCormick, 
New York, is the agency. 


Rowntree Runs Copy 


Rowntree Company, Toronto, has 
launched a newspaper campaign for 
Perfection cocoa after several years’ 
absence from the Dominion’s news- 
papers. J. Walter Thompson Com- 
pany, Toronto, handles the account. 


Fishburn to Join Agency 

Alan M. Fishburn, assistant pro- 
gram director of WGN, Chicago, 
has resigned, effective Nov. 1, to 
become radio producer for Schwim- 
mer & Scott, Chicago agency. 


Strong Industry 
Voice Urged for 


Peace Conference 


NAM President Asks 
Charting of New 
World Trade Roads 


New York, Oct. 27.—A peace con- 
ference at which American indus- 
trialists would have strong repre- 
sentatives exerting every effort to 
see that their recommendations were 
incorporated and signed in the 
treaty itself, was advocated here 


yesterday by Frederick C. Crawford, 
president, National Association of 
Manufacturers, and president of 
Thompson Products, Inc. 

Speaking at the second general 
session of the National Foreign 
Trade Council convention, Mr. 
Crawford also suggested that before 
the actual peace meeting an “inter- 
national business-economic confer- 
ence be held to chart the new world 
roads of trade for the future.” He 
expressed a desire that the National 
Foreign Trade Council, United States 
Chamber of Commerce, and NAM 
join early in the year in sponsoring 
such a conference. 

To engage successfully in foreign 
trade, the United States will have 
to make reciprocal trade agreements, 
or reduce its tariff walls sufficiently 
to permit some foreign merchandise 
to enter, he declared. Development 
of manufacturing industries in 
hitherto undeveloped countries 


SY 


THE HEARST GENERAL MANAGEMENT 


announces that the name of the 


RODNEY E. BOONE ORGANIZATION 


has been changed to 


HEARST 
ADVERTISING 
SERVICE 


—the functions of Hearst Advertising Service are identical with 


those performed by the Rodney E. Boone Organization—the same 


personnel and the same standards of representation built by Rodney 


E. Boone during his lifetime will be maintained—as previously 


announced, Herbert W. Beyea, for twenty-four years associated 


with Mr. Boone, has been appointed Manager. 


HEARST ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 


Representing: 


New York Journal-American 
Pittsburgh Sun-Telegraph 


Chicago Herald-American Detroit Times 


Baltimore News-Post-American 
Boston Record-American-Advertiser 


San Francisco Examiner 
Los Angeles Examiner 
Seattle Post-Intelligencer 


Albany Times-Union 
OFFICES 
New York Chicago Detroit Boston Baltimore 
Philadelphia Pittsburgh Los Angeles San Francisco Seattle 
¥ ? * 
he 
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would be welcomed rather «, 
frowned upon, he said, since 
tion of new industries there 
mean new markets for this co) 9}, 

Sounding a warning on ¢!} 
of government in internationa) :;.,; 
after the war, Mr. Crawford p.., ted 
out: “Of equal importance tre 
settlement of lend-lease obliv ;,,.. 
is the part that our governn 
tends to play in postwar wor! 
merce. Ever since 1939 it has 
the role of super-merchant of jp). 
tions and food to the Unite: no_ 
tions, and in all probability : 
keep some of its functions, h 
rehabilitation and repatriat 5) 
civilians. It may also decide 4, 
share the gold with other 4; 
by using some of its vast go old- 
ings to buy from abroad st; 
of strategic materials for st: 
home.” 

The trend in several of the (meri. 
can republics is toward creation 9; 
local standardizing bodies and jy 
some of these countries standard 
specifications are being adopted a: 
a rapidly increasing rate, ac: rding 
to Hemen Greenwood, vice-presj- 
dent of Carrier Corporation. He tolq 
of formation of the Inter-American 
department of the American Stanq- 
ards Association, which has now 
been in operation a year. 

The Inter-American department js 
not insisting that United States 
standards be adopted, he said. “We 
can only cooperate with the loca] 
organization by giving them al! the 
assistance we can and explaining 
our own experience. We do not 
want to be excluded in future trade. 
hence we must support an organ- 
ized effort which will assure us of 
a proper place in the picture,” Mr 
Greenwood declared. 


Protection Important 


With the increasing diffusion of 
industrial techniques throughout the 
world, characteristic of these dec- 
ades and accelerated during the war, 
there is a greater need for protec- 
tion of industrial property, such as 
patents, trademarks and copyrights, 
said Charles R. Carroll, chairman of 
the law committee, NFTC, and 
counsel on General Motors’ overseas 
operations, 

When the war is over, extraordi- 
nary controls will lose their prime 
motive, he contended. Private en- 
terprise will reappear, nations will 
realize the necessity of respecting 
the sovereignty of other nations, 
and needed adjustments will be 
made by open covenants openly ar- 
rived at. 

Surveying the foreign trade scene, 
Philip Young, deputy administrator, 
Lend-Lease Administration, empha- 
sized that two factors must be re- 
membered. “First,” he said, “We 
live and trade for the moment in a 
world that is a smaller world than 
prewar, and, second, that Lend- 
Lease is not engaged in trade for 
trade’s sake. Lend-Lease and com- 
mercial trade exist side by side. The 
remaining field of supply is lef! to 
private trade. As a result, in the 
first half of this year, commerci 
cash exports to the areas still open 
to trade, even excluding Lena- 
Lease shipments and cash military 
shipments, are running at an an ial 
rate of 105% of their prewar lev: 
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Cut Yourself 
a Slice of 
This ““PLUS” 


Advertisers on the Winston-Se om 


market can cash in now on the 


lions of dollars in extra purches 9 


power that's making itself felt h: 
In the first fifteen days of toba 


selling on the market here, farm 
from the area surrounding Winstc 
Salem were paid $5,717,751.48 fo’ 


a small portion of their entire crop 


There's more tobacco and mor 
cash to come! You'll want to ir 
vestigate this PLUS! 


JOURNAL and SENTINE! 
in Winston-Salem, North Carolin< 


National Representatives: KELLY-SMITH CC 
NBC—Radio Station WSJS—NBC 
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T is with considerable pride that we can tell you of 
another American Druggist first—the Industrial 
Marketing Award for editorial achievement. Never 

before has a business publication in the 
drug field won this important award. 


In these times, the pressures of war 
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MADISON AVENLE, NEW YORK 22, N. Y. 
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in the sixth annual competition — | 


ae 


make it all too easy to compromise,— to cheapen or de- 
lete editorial content. Instead we are building a better and 
better magazine. We pledge ourselves to continue every 

2 pied: 


effort to make and keep your business 


magazine — American Druggist — the 


e finest book it is possible to produce. 
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Need Government 
Controls During 


"Scarce’ Era: Field 


Chicago, Oct. 26.— During the 
period of transition from war to 
peacetime production, when goods 
will still be scarce, government 
controls should be maintained to 
prevent runaway prices and avoid 
the dangers of inflation, Marshall 
Field, editor of the Chicago Sun, 
told Chicago Post 170 of the Ameri- 
can Legion at the Tavern Club 
yesterday. 

“The period of transition might 
be very tragic and will take the 
best thinking and the most coura- 
geous decisions that can be concen- 
trated upon it,” said Mr. Field. 


‘*No Burton Browne 
client has a com- 
petitor with better 


advertising "’ 


BURTON 
BROWNE 


CHICAGO « DEL. 3800 


“Until consumer goods can be pro- 
duced in sufficient volume to satisfy 
the pent-up demand, it would seem 
utterly fatal to throw out some of 
the controls, such as some forms of 
rationing and material priorities.” 

Advertising should play an im- 
portant role in the transition and 
postwar period, the publisher con- 
tinued. 

“In the first place,’ he said, “ad- 
vertising will have to maintain 
itself as the potent educational 
force it now is. Then as consumer 
goods production speeds up, adver- 
tising will once again be called 
upon to do the selling job that it 
has done so effectively in the past. 

“It will have to move mountains 
of merchandise, it will have to tell 
a new generation how to use that 
merchandise. It will have to inform 
millions of people about an entirely 
new way of American life. No 
plans for a postwar world can be 
made without including the func- 
tion of advertising high up on the 
list.’ 


Tyler, Deam Appointed 

A. Leschen & Sons Rope Com- 
pany, St. Louis, has appointed R. P. 
Tyler as general manager of sales 
and C. R. Deam as assistant man- 
ager of sales. 


Joins Cairns & Co. 

Reginald H. Rollinson, formerly 
with the Metropolitan Sunday 
Newspapers, has joined John A. 
Cairns & Co., New York, as account 
executive. 


eee 
me 


Marshall Field, editor of the Chicago 

Sun, chats with Ernest M. Roscher of the 

Chicago office of the St. Louis Post-Dis- 

patch, and commander of American 
Legion Post 170. 


S. J. Kukla Promoted 


Stanley J. Kukla, purchasing 
agent of the I. S. Berlin Printing & 
Lithographing Company, Chicago, 
has been appointed assistant to the 
president, Irving S. Berlin. 


Appoints Wildey 

Spence Wildey, formerly with 
Publication Corporation, New York, 
has been named art editor of Wo- 
man’s Home Companion, New York. 


Pitney to ‘Parade’ 
W. F. Pitney, for 14 years with 
Osborn, Scolaro, Meeker & Co., Chi- 


cago, has joined the Chicago sales 
staff of Parade. 
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MARKET 


“We own our home 
...and it’s paid for—” 


@ No index digs deeper into the roots of a market than the 
degree of home ownership. “A roof overhead’ comes first. 


Home ownership in Fort Wayne is 65% —tar above average. 


To this index add these facts: 90% of wage earners in 


Fort Wayne are buying War Bonds and Stamps. 


are buying 


life insurance. . 


savings accounts. 


. 76% 


23% are building up their 


Rarely does a national advertiser find a market with 
such sales possibilities for right now and for the future. 


Every day.. 


.6 days a week.. 


.The News-Sentinel is 


delivered by carrier to 97.8% of all homes in the City of 


Fort Wayne. 


Che News-Sentinel 


Fort Wayne's “Good Evening” Newspaper... Established 1855 


REPRESENTATIVES: 


ALLEN-KLAPP 


FORT WAYNE, 
og 


COMPANY . 


INDIANA 


YORK—CHICAGO—DETROIT 


Kimberly-Clark 
War Work Told 
in New Booklet 


Neenah, Wis., Oct. 28.—The mani- U 


fold uses of pulpwood and paper 
fiber, partly accounting for the war- 
time shortage of these vital prod- 
ucts, were pointed up this week in 
a new booklet describing the con- 
version of Kimberly-Clark Corpora- 
tion mills to war work. 

Activities of the peacetime paper 
manufacturer’s War Products Di- 
vision are outlined in the 28-page, 
illustrated volume, in which Kim- 
berly-Clark frankly invites those 
with manufacturing or material 
scarcity problems to discuss them 
with its division officials. Joint ac- 
tion, the company declares, may 
help speed United Nations’ victory 
—and improve the American stand- 
ard of living after the war is won. 

Although a leading manufacturer 
of paper might not be expected to 
swing over to production of war 
goods, the booklet tells how Kim- 
berly-Clark and its sub-contractors 
are making anti-aircraft gun 
mounts, plastics for aircraft con- 
struction, materials to replace fab- 
rics for clothing and other purposes, 
and other vitally-needed wartime 
products. 


Turn to War Tasks 


Peacetime duties of a group of 
chemists, physicists, laboratory tech- 
nicians and field engineers were sei 
aside, the company relates, in order 
to concentrate on the problem of 
finding new ways to adapt wood 
fiber products to war purposes. 
Working since the outbreak of hos- 
tilities, this group has developed 
new uses for wood fiber which, 
Kimberly-Clark says, “promise to 
result in important savings of steel, 
aluminum, synthetic rubber, resins 
and other critical war materials.” 
These developments are available 
to the government services, and are 
being shared by Kimberly-Clark 
with other manufacturers. 

Apart from its adaptation of wood 
fiber to new uses, the company, in 
a factory which formerly manufac- 
tured wallpaper, is busy producing 
each month hundreds of heavy, 
power-driven gun turrets for the 
Ordnance Department’s newest type 
of Maxon multiple gun anti-aircraft 
weapon. The changeover took less 
than six months, and the production 
record brought Kimberly-Clark the 
Ordnance banner last May. 

The company, in developing its 
Kacelite laminating and molding 
paper, has effected considerable 
savings of a vital plastic by employ- 
ing reclaimed fabric materials. In 
doing this, it reclaimed waste ac- 
cumulated in warehouses through- 
out the country, converting it with- 
out further loss of resin or fiber and 
making it usable for important war 
products without addition of any 
other critical materials. 


Other Products Listed 


Other Kimberly-Clark products 
adaptable to the war effort include 
Kacetex, impregnated paper and 
creped cellulose wadding to replace 
fabrics; Kimpreg, plastic impreg- 
nated and creped cellulose wadding 
for plywood surfacing; Kimpak, a 
creped cellulose wadding for pro- 
tecting products in transit; and 
Kimsul, insulation not only offered 
for consumer use but which is be- 
ing used in constructing Quonset 
huts and other wartime housing. 

Kacetex, under wartime needs, 
becomes a highly effective portable 
delousing bag; a collapsible gasoline 
bag for truck and manual transpor- 
tation of gasoline; a liner for multi- 
walled kraft bags, and target bal- 
loons; camouflage paper; windproof 
thermo-vests; and an expendable 
raincape and tarpaulin material. 
Kimpreg has been employed for 
military luggage. Kimpak crepe 
wadding, the booklet points out, is 
being used to protect war products 
in shipment to assembly points or 
to final destinations. 


Mentholatum Starts 
New Campaign 


The Mentholatum Company has 
launched a campaign in 350 news- 
papers, telling how Mentholatum 
contributes to the relief of colds. 
The drive, on a twice-weekly basis, 
will continue through March. It 
includes magazine sections of news- 
papers and women’s magazines and 
65 radio stations. 

J. Walter Thompson Company, 
New York, handles the account. 
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Moll Joins GC&N in 
Executive Capacity 


William J. Moll 
has resigned as 
national field 
director and co- 
ordinator of post- 
war surveys of 
the Chamber of 
Commerce of the 
S. to join 
Geyer, Cornell & 
Newell, New 
York, in an 
executive ca- 
pacity. 

Mr. — will 
aid in rendering P 
additional serve "7 Mol 
ice to clients engaged in form) 
plans for reconversion and 
chandising of consumer go 
soon as their facilities are no |; 
needed by the armed services, 
served for a time as executiv: 
president of Gardner Adve 
Company, and in 1938 ileed” “the 
U. S. Chamber of Commerce as g 
special consultant, and was later 
appointed national field director. 


at) Ing 
mer- 


New Lewis Account 


Acme Metal Goods Mfg. Com- 
pany, Newark, maker of household 
and kitchen specialties, has ap. 
pointed Lewis Advertising Agency, 
Newark. Business papers wil! be 
used. Marshall L. Simonson js 
account executive. 


‘Glad We Chose 
Station KS0 
for Des Moines’ 


. writes Ben Mulhauser 


Rating high in the Des Moines 


area, is “Guest of Honor,” spon- 
sored by the Crescent Macaroni & 
Cracker Company of Davenport, 
Iowa. 

This quarter-hour program, broad- 
cast thrice weekly, includes inter- 
views with “Guest” grocers and 
movie ticket awards to their s- 
tomers, with a background of «004 


music. Here’s the comment of ben 
Mulhauser, Crescent’s advert ng 
manager: 


“To make our type of radio "> 
gram click, requires consider’ '¢ 
personal service, by both 

studio staff and commercial de’ 
ment. The fine way you fe! 
have followed through on all in 
tant details, makes us glad we © 
KSO for the Des Moines Ma: 


“It has been a pleasure work's 
with you for the past 2% years. § © 
fact that our program continues 
and on, speaks for itself.” 


KS0 


- & 
ar. | 


7 @ 


BASIC BLUE © 

AND MUTUAL 

5000 pate : 
BASIC 


COLUMBIA 
5000 WATTS § 


KRN 


The Cowles Stations in. 
DES MOINES 


| Affiliated with Des Moines Register & Tribur* 
Represented by The Katz Agency 
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Moines 
' spon- g 
roni & - 


enport, 


inter Here is one squatter who had better be right or else. 
f good It’s his job to see that the sheets coming off the presses here at C.M.& H. 
| (; have that Veritone* perfection. 
le ; 4 Veritone* (or have you heard?) is our new process which has given 
el : , t offset printing the well known shot in the arm. 


Faithful halftone reproduction, deep and rich blacks and air-tight color 


wn 
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Th register are just a few of the things we insist upon. 


Fastidious sons o’guns, aren’t we? 


C MeH Offset Printing Co. 


DIVISION OF COLLINS, MILLER & HUTCHINGS - PHOTO-ENGRAVERS 
207 NORTH MICHIGAN AVENUE « CHICAGO 


*Registered Trade Name of C.M. & H. Offset 


COPR. 193-—C. M. & H., CHICAGO 
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Surplus U. $. Goods 
Being Sold by 
Treasury and Army 


Methods of Disposal 
Detailed; Action by 
Congress Expected 


Washington, D. C., Oct. 28.—In| 
the absence of administration or 
Congressional action to establish 


regular machinery for the disposal 
of surplus government property, the 
War Department is now channeling 
large amounts of consumer goods 
into circulation through temporary 
arrangements worked out with the 
Treasury procurement division. 
The arrangement has a semblance 
of legality, since the Treasury pro- 
curement division is charged by ex- 
ecutive order with the sale of sur- 
plus property. However, even 
officials of the procurement division 
admit that the disposal of surpluses 
must be treated by Congress, and 


that permanent policy and proced- 
ure will await action on the hill. 
Under the pressure of war, how- 
ever, the Army constantly is finding 
itself with large numbers of valu- 
able tools, and scarce raw material 
and consumer articles which must 
be put back into circulation without 
delay. While much of this material 
is merely transferred to other gov- 
ernment agencies and war contrac- 
tors, sizable amounts of marketable | 
consumer goods are frequently sold | 
at the eleven field offices of the | 
Treasury procurement division. 


Complete Investigation Seen 


Meanwhile. Congressional senti- | 

ment is rapidly developing for a} 
thorough investigation of problems | 
involved in liquidating government 
surpluses. More than a year ago, | 
a bill was introduced, with admin- | 
istration blessing, calling for a joint 
study by both Houses of machinery 
for disposing of this merchandise. 
This bill, the O’Leary bill, has 
passed the House, and now awaits 
action by the Senate committee on 
executive expenditures. 
_ This bill may be called for hear- 
ings within a few weeks, particu- 
larly since President Roosevelt has 
assigned the Office of War Mobiliza- 
tion under Judge Byrnes to study 
contract termination and disposal 
of property. Appointment of a 
parallel Congressional committee for 
a similar study is considered a logi- 
cal step. 

The Navy Department has also 
reported plans for the marketing of 
surplus and salvage property no 
longer of military value. Plans are 
now under way for establishment of 
12 material distribution and dis- 
posal centers in all parts of the 
country, two having already been 
set up in New York and San Fran- 
cisco. 


Bidding Competitive 


Navy sales of surplus 
competitive bidding, with every 
effort made to protect all bidders 
regardless of size. Sales will take 
place at the field offices, and lots 
will be subdivided so that the small 
bidder may limit his participation 
to items of particular interest. The 
Navy plans to allow sufficient time 
between the time when the lot is 
advertised and the sale is completed 


will be 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


*imdependen| Survey of Providence Bulletio 


so that bidders may inspect the of- 
fering. 

Several other bills dealing with 
surplus property have also been in- 
troduced. Among the more impor- 
tant is one by Rep. Wright Patman 
of Texas, chairman of the House 
small business committee, who 
would sell surpluses to holders of 
war bonds, paying a premium above 
par value for the redeemed bonds, 
and two by Rep. Carter Manasco of 
Alabama, held by the House com- 
mittee on executive expenditures 
pending a decision by the Senate on 
the O’Leary bill. 


Treasury Moves Ahead 


Encouraged by Presidential en- 
dorsement last summer as the offi- 
cial agency for disposing of surplus 
property, the Treasury procure- 
ment division set up a federal prop- 
erty stabilization branch to facilitate 
liquidation of merchandise certified 
for disposal. 


or local governments before offering 
it at auction through sealed bids. 
Anticipating that Congress may 
eventually place full responsibility 
for dealing with surpluses on this 


| probably 


This branch endeavors | 
to “sell” the material to other gov- | 
ernment agencies, or to state, county | 


unit, the Treasury procurement di- 


|vision has set up an inventory sys- 


tem for handling goods which will 
be stored in warehouses 
in every part of the country. Only 
a small portion of its work is done 
in Washington, practically all sales 
being conducted through eleven 
field offices. 

Stressing that the War Depart- 
ment is not engaged in liquidation 
operations until “after peace is 
won,” officials report that “redistri- 
bution” of goods is going on “as a 
corollary to procurement.” 


Part of Buying Procedure 


At the present time, cut-backs 
and termination of contracts are the 
largest source of excess property. 
But the Army’s “stock control” sys- 
tem is constantly uncovering sur- 
|\plus items, while a _ continuous 
review of obsolescent and slow-mov- 
|ing stocks frequently results in the 
release of articles needed by civil- 
ians now which can be replaced at 
no loss to the government. 
| Under procurement regulation, 
| excess military property suitable for 
|non-military use is reported to the 
| Treasury procurement division. If 
the Treasury procurement officers 


can find no other government 
“buyer,” it is sold at public sale by 
the regional office of the procure- 
ment division. 

Substantial quantities of common 
consumer good, such as automobiles, 
clothing, shoes, bedding, kitchen 
equipment and utensils and table- 
ware have been disposed of through 
the procurement division, although 
sales up until now have been largely 
to other government agencies. 


Close Liaison Maintained 


In selling goods outside the gov- 
ernment, procurement division offi- 
cials maintain a close liaison with 
the Office of Civilian Requirements 


of WPB. All sales of surplus War 
Department property are made_ 


under applicable OPA and WPB 
regulations. 

Current surpluses include many 
non-military items, such as machine 
tools, hand tools, building materials 


/and raw materials of all kinds, in- 


cluding controlled materials. These 
industrial items are listed with re- 
gional offices of the WPB under a 


|special procedure, and for 20 days 
|are available exclusively for mili- 


| 
| 


tary agencies or their contractors. 


\After 20 days, however, anyone 
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may buy, the purchase price 
negotiated by field officers o; ¢h, 
Army procurement services. , 
Dealers who plan to rese]] 
tary surpluses of commoditi 
advised to notify field offi 
WPB, Treasury procureme: 
the Army of the type of 1d 
which they can use. They wil) ‘he; 
be placed on bidder lists. 
Consumers goods, includi: ap- 
parel, household equipment, beg. 
ding, baggage, office equipm: 
supplies, and medical supp! 
sold through Treasury procv 
|offices. Similarly, the T 
| will handle all automotive a: 
struction equipment. 


nd 


al id 
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Army Handles Industrial Goods 


| Industrial property, including ma. 
‘chine ‘tools, production equipment 
}and raw materials are sold through 
/a number of War Department fielg 
| offices, while scrap and salvage 
handled by the Army salvag: 
cers. 

The Treasury procurement divi- 
sion has offices in Boston, New 
York, Washington, Cincinnati, Chi- 
| cago, Atlanta, Fort Worth, Kansas 
|City, Mo., Denver, San Francisco 
and Seattle. 


are 


offi- 


bid 


*\ B.C. average, Ist 6 months 1913, 
603.370. Publisher's estimate October, 


; 1913 issue, 700,000 plus. e On the basis 
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of 1942 Dept. of Labor amily income 


figures, this represents a market with 


$1,550,500,000 annual purchasing power. 


The Magazine of Dramatized Self-Improvemen! 
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Air 


Advertising Age, November 1, 1943 


Definite National 


Policy Asked 


“8 by Airways Head 


York, Oct. 27.— A postwar 
between 10 or 15 separate 
can airlines, competing with 
ther, or one strong American 
ational airline, powerful 
h to compete on even terms 


foreign air transport monopo- 


vas posed here last night by 
Trippe, president of Pan 
can Airways System, at the 
trade dinner of the National 


en Trade Council convention. | 


ng the government immedi- 
to formulate a national policy 
respect to international air 
ort, he said that while this 
y is the greatest military air 


in the world, it alone among | 
trading nations has no official | 
air | 


to guide its overseas 


port effort in the air age. 


Trippe was the recipient of 


apt. Robert Dollar award “for 
his distinguished contribution to the 
advancement of American foreign 
Presentation was made by 


” 


| for 


James S. Carson, chairman of 


| NFTC’s award selection committee. 


“Government Must Withdraw” 


Discussing the postwar outlook 
American foreign trade, Eric 
Johnston, president of the Chamber 
of Commerce of the United States, 
another speaker at the dinner, and 
Frederick C. Crawford, president, 
National Association of Manufac- 
| turers, who spoke at the day’s ses- 
|sions, agreed that the government 
|}should withdraw from actual for- 
eign trading at the earliest possible 


|moment. Unless such governmental 


|controls are eliminated promptly, 
they asserted, international friction 
is bound to result, which inevitably 
| would result in a future world war. 
| Urging avoidance of continued 
| governmental participation in 


| American foreign trade, Mr. John-| 


| ston said that “America did not at- 
tain its greatness on orders from 
Washington.” 

“There are those,” he declared, 
“who advocate government mo- 
nopoly in this and other countries 
for international trade. Government 
monopoly would destroy 
in foreign commerce, and economic 
inertia soon would be reflected do- 


initiative | 


mestically as well as internation- 
ally. 

| Assistant Secretary of State G.) 
Howland Shaw depicted tle Re- 
ciprocal Trade Agreements Act of 
1934 as “one of the soundest and 
most significant developments in 


establishing a working procedure 
for the democratic formulation and 
implementation of foreign policy.” 

Explaining the activities of the 
State Department in foreign rela- 
tions, he declared that postwar 
problems, political, economical, ter- 
ritorial and legal have been classi- 
fied, material has been assembled 
concerning them, and those prob- 
lems have been analyzed by 136 
specialists in the department’s em- 
ploy. He also outlined in detail the 
functions of the many various di- 
| visions of the department and the 
development of foreign service per- 
sonnel. 


Gutmann Opens Office 

| Specializing in creation and pro- 
j;duction of illustrated books, Ru- 
|dolph J. Gutmann has established 
a service as publishers’ consultant 
|with offices at 381 Fourth Ave., 
New York. 


‘Hooper Adds Personnel 
Mary E. Appel, formerly with 
Norge Division of Borg-Warner, 
Detroit, and the Chicago Herald- 
Examiner, has been appointed di- 
rector of the field staff of C. E. 
Hooper, Inc., New York. James O. 
Parsons Jr., formerly assistant time 
buyer with McCann-Erickson, New 
York, has joined the radio measure- 
ment organization, assigned to the 
station audience reports department. 
Other additions are Thomas B. 
Roach, previously with World 
Broadcasting Company, named pur- 


chasing agent, and Jeannette King, | 


formerly with 
Hummert, named to 
personal staff. 


Blackett - Sample - 
Mr. Hooper's 


Block Appoints Vladimir 

| Block International Corporation, 
| manufacturers’ representative, has 
| appointed 
|New York, as its agency. 
| paign to extend distribution of the 
manufacturers it represents has 
been launched in three export pub- 
lications in Latin America and three 
domestic papers. Copy appears in 
quarter-page and half-page sizes. 


M. Quinn is account executive. 
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d| this Lady “Go Buy” 


No other woman can match the American woman in her quest for self-improvement. But she needs practical 


help, in a form she can understand. @ Seven years ago we launched SECRETS to give her just that—with true- 


to-life stories of typical courtship, marriage, and family problems, and dramatized articles of practical advice. @ 


This editorial policy is responsible for the consistent growth of SECRETS. It has brought more and more women 


to the newsstands every month until now, under its own power, SECRETS’ monthly sales have grown to 


700,000* plus! @ There’s one sure way for you to bid “go buy” to the women who read SECRETS. That's 


through the pages of this magazine. Our present advertisers will tell you that it pays! 


THE MAGAZINE THAT GREW 700% IN 7 YEARS! 


Here is a circulation record hard to match. SECRETS is 99.8% 


newsstand, without any forced circulation drives or promotion 


behind it—just the editorial 


Yet, since it started 7 years ago, its circulation has grown 700%! 


700 000 
. ~ 600 000 
appeal of the magazine itself. 
) ae 500 000 
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Irwin Vladimir & Co.,| 
A cam- |} 


TREE'S TRUNK | 


CHESAPEAKE AND OHIO RAILWAY 


% —EE 


Chesapeake & Ohio Railway pictures the 

growth of a community and the rail- 

road's part in its development in the 

latest copy appearing on the road's 
regular schedule. 


Latest C&O Copy 
Blasts Proponents 
of Regimentation 


Cleveland, Oct. 27.—The nation’s 
railroads must be kept free of 
bureaucratic, political and govern- 
ment “regimentation,” militant copy 
declares in the latest advertisement 
released by Chesapeake & Ohio 
Railway. In forceful hard-hitting 
style, the advertisement stresses 
that government control of railroads 
can only result in economic stran- 
gulation for communities and indi- 
viduals dependent on free, com- 
petitive, business-like operation of 
the nation’s carriers. 

Captioned “The trunk of the tree,” 
the advertisement shows a tree in 
which has been built up a com- 
munity of homes, churches, schools, 
factories, etc., while up the trunk 
runs a railroad. Copy tells how 
men cleared the wilderness and 
built a factory—because they knew 
they could depend on the railroad’s 
laying a spur line over which to 
bring in people and raw materials 
and ship out finished products. 

Then came houses, roads, a gen- 
eral store, drug store, movie house, 


|*And the 
| trunk 


copy continues. And so the town 
grew—slowly, steadily, like a tree. 
trunk of the tree—the 
through which the lifesap 
flowed—was the railroad.” 

| In the concluding paragraph copy 
|urges readers to consider whether 
| the nation’s business structure could 
long remain half slave and half 
| free before they listen to those who 
would “regiment our railroads,’ and 
whether, if the axe were laid at the 


trunk, the whole tree would not 
suffer.”’ 
The advertisement is currently 


appearing in the company’s regular 
schedule, which takes in 1,800 and 
1,000-line insertions in about 200 
newspapers in principal cities across 
the country and in smaller on-line 
cities served by C&O. Magazines 
included are Business Week, Time 
and United States News. 

Kenyon & Eckhardt, New York, is 


the agency. 


for circulation analysis that shows how 
The TOOL & DIE JOURNAL covers the 
Cycle of Buying Influence in 13,000 in- 
dustrial plants. Address: 2462 Fair- 
mount Bivd., Cleveland, Ohio 


THE MAGAZINE 
THAT GETS RESULTS 
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. whatever newsprint curtailment is SHIPMENTS INTO UNITED STATES MARKET accurately for the other sources , 
re icts anada necessary, Paul Kellogg, acting (in thousands of tons) supply. o 
president of the Newsprint Associa- Average “Consider now the second tabk 
tion of Canada, last week defended 1943 1942 1939 1935-39 | labelled ‘U. S. Supply in 1942° ay 
4 . the industry in an open letter to the| From Canada ............... 2,542 2,811 2,194 2,311 note the foHowing startling figure 
0 emain @ ld e American Newspaper Publishers|From Newfoundland ......... 144 196 87 100 | Shipments from Canada in its thi, 
Association. od ola £4 Sb ache ed 796 933 942 893 year of the war, when the drain , 
. Mr. Kellogg, addressing his letter | From Overseas ............. 0 0 294 257. | manpower was relatively as grea; 
News rint Source to President Linwood I. Noyes of (Shipments for first nine months extended to twelve months) as it will presumably be in th 
the ANPA, submitted statistical U. S. SUPPLY IN 1942 United States in 1944, still wep, 
' tables to support his argument that (Tons received in 1942) 1942 Receipt 1989 and 600 $00 tons bor ayn ‘ce 
i it Canada’s wartime rformance i eceipts , , . ‘S Snip. 
Ke ogg Hits Critics, | supplying uaaiek wan been na Over or Under Overor Under asa percentage of: | ™ents in = = wae = ns e fiv 
Defends Industry s ee oe that it has “literally 1939 5 years prewar 1839 5 years — tg pate 122%, respectis a 
. ° rescued” that part of the U. S. mar- To 0 Al ’ ely, of 
Wartime Production | icet which previously bought paper |From Canada ..... 617,000 over 500,000 over 134 122 prewar shipments. 
, a ee “Newfoundland shows an ey 
overseas. From Newfoundl’d 109,000 over 96,000 over 224 195 1 Swroun on shows ~ ever 
Toronto, Oct. 26.—Predicting that} _The Canadian official said he was|From U.S. ........ a. ones ee over a as cute Of the Beniied eupactty of the 
Canada next year will still be “the|comcerned over criticism by some From Overseas .... 294,000 under 257,000 under ° ° Newfoundland mills the actual adq; 
usual reliable source of supply for | American publishers who claim 1 S. pent bee | a tional tonnage shipped to the Uni te 
United States publishers” despite | Canada’s newsprint manufacturers (Tons receiv n ) States was in the neighborhood , 
| have failed in their obligations “to 1943 Receipts 100,000 tons. Overseas sour 
; their good customers on the other Over or Under Overor Under asa percentage of: suppl of course. are eomt let ( 
}-—4 side of the line.” He said these 1939 5 years prewar 1939 5 years prewar aud to Tae United Sintec on 
= we failed to appreciate “the %o Jo failed to ship the tonnage delivere 
[— really heroic (albeit selfish) efforts|From Canada ...... 348,000 over 231,000 over 116 110 in 1939 b P 9.000 —— ia on 
- ; = being made by the Canadian indus-| From Newfoundland 57,000 over 44,000 over 165 144 40.000 Fi, prewar shipment 
a es Covers 83% try to keep up newsprint shipments” |From U.S. ........ 146,000 under 97,000 under 85 89 py 104%. In other words Genet 
So i and that their remarks showed a/From Overseas .... 294,000 under 257,000 under 0 0 alone wae eble t) mere than doubl. 
of all million-dollar ee ear lack of the loss of shipments which wa 
e ; 1942, 1939 and the average of 1935| unhampered. For 1943 I have taken| sustained by United States pub. 
manufacturers Fourth Year of War 'through 1939. It should be remem-|the actual shipments for nine|lishers who had previously chose; 
bered that 1943 is Canada’s fourth) months and extended these at the|to buy from overseas markets. 
Calling attention to statistics| year of the war, although only the| same rate to 12 months. I know Denies “Penalizing” 
Choose the taken from data released jointly by|second year of the war for the | this is logical for Canada because 
the ANPA and the Newsprint Asso-| United States. The year 1939 is|the newsprint administrator has| “Now look at the same figures fo; 
Leader ciation of Canada, he continued: | taken as the last year of open ship-| committed the industry to continue | 1943, shown in the third table. This 
aie “In the first table I*have shown| ments; 1935 to 1939 is taken as aj shipments at current rates through| is a year when Canada has beer 
shipments by country of origin into |five-year prewar average during | the rest of the year and I presume | according to some critics, restricting 


the United States market in 1943,| which time normal deliveries were! the method may be used equally | limiting, cutting down, deliberate); 
holding back, and otherwise penal- 
Canada will ship this year nearly 
350,000 tons to the United States 
in excess of what she reg in 
year. These shipments will also be. 
231,000 tons, or 10%, over the aver- 
age amount shipped in the five pre- 
United States mills in 1943 will shi 
. 146,000 tons, or 15%, less than ir 
— the basis of 1939, and 97,000 tons, or 11% les 
_ : eee oan period. Newfoundland again wi 
; : } i ship a considerable excess ove! 
newspaper P ; ‘ ; tb SEE eee " 1939, and prewar, but again tonn: ge 
a ; - ’ ne ; 
advertising | _ — met). limited capacity.” 

* a aor In addition to this volume of 
: - ‘ . newsprint, Mr. Kellogg said, Canad: 
research ts a f , “a has been supporting the U. S. pulp 
that Canadian shinments of pulp t 
United States mills in the year 1943 

will be close to 1,300,000 ton 
ered, prewar,” he added. “Export: 
of pulpwood for manufacture int 
pulp and paver in the U. S. in bot! 
tially exceed exports in 1939 and i: 

the period 1935-1939.” 

“You may be assured also that 
utmost to hold this position of re- 
liability which it deserves.” he con- 
cluded. “It is true that during the 
tinue deliveries at the current rate 
only by sacrifice of our pulpwood 
reserve inventory. We now have 
customers. but no matter what nay 
be the degree of curtailment ir 

ic ource of vious facie n 1944, I think vou will find when the 
year ends, that Canada will be 
is gratifying to Canada that so man) 
U. S. publishers, through the me- 
dium of their long-term contracts 


izing United States publishers 
1939 or 16% over shipments i 
, os . Sie = ~ = - - : 4 r | : | war years. Recollect that this j 
T EAR S H E t T S - — . = 3 = Pay big. 3 i Canada’s fourth year of the war 
7 than the average in the five prewa: 
is comparatively small because ( 
and paper industry. “I understand 
more than double the tonnage deliv- 
1942 and 1943, will also subst 
the industry will continue to do its 
last year we have been able to con- 
no pulpwood reserves to use fo 
. e found to be its usual reliable source 
the Premise for Accurate Deductions of supply for U.S. publishers. 
have expressed their confiden 


ACB offers a dozen useful research services. coverage by specified areas; also by specified the reliability of our industry ®s 4 
S ; source of their newsprint supply 
Some are of great value to salesmen. Others are stores or type of outlets. —_—____—_. 
important to the men who determine business TYPICAL ACB RESEARCH SERVICES Key Names Bloch 
policy. All these ACB services use the tearsheet a : , H. George Bloch Advert'.ing 
F x Dealer Tie-in Reports. Checks dealer cooperation on your Agency, St. Louis, has been 4p- 

as the basis of research. brand and/or your competitor's brand. pointed to handle the accou: 

ss ; F Schedule Listings. Daily review of any new schedules or The Key Company, East St. I 
Where desired, we furnish tearsheets and your insertions appearing in daily newspapers. Ill., maker of refinery fittings 
own staff may carry out the compilations, tabu- Scrap Book Service. A complete ready reference of speci- sealing compounds. 

' ‘ ; - fied competitive national and/or dealer advertising. a 
lations and other work covered by our services. Kept constantly to date by a special service arrangement. = 
The tearsheet is a rich source of obvious fact — Advertising Allowance Service. Verifying insertion, size 

: ‘ 5 and rates on each paper claimed. Recommended by 
and the premise for accurate deductions. dealers and manufacturers alike. 


’ J : : _ Unduplicated Copy Service. Gives you, as they appear, 
We can furnish tearsheets of dealer advertising new copy themes -new products— uses new ideas for 
manufacture, advertising, selling. 


—your own or competitive. These enable you 


‘ ; ; Z Age / Also various other services requiring research on 
to follow the details of retail merchandising in national or local advertising appearing in any of the 1,821 
your line. daily newspapers published. 


Free: Catalog of ACB Research Services. | 
Tearsheets of competitive national advertising 
give you useful information in measuring the 
advertising effort in use by others. ‘ The 
ACB tearsheets are complete pages and superior A D Vv FE R T { 5 | N rey 


to clippings in that they show location and 


position. You may order tearsheets on a country- CHECKING BUREAU ; - 
wide coverage of all daily newspapers; or Let me see, what did WF! 


INC. 


Flint Michigan say about t/ 
emergency?” 
NEW YORK, 79 Madison Avenve + CHICAGO, 538 South Clark Street + SAN FRANCISCO, 149 New Montgomery Street 
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WOODMEN WANTED 


WATIONAL SELECTIVE SERVICE 


Farmers and 


Farm Workers 


ut Your Farm Work has 
Slackened for the Winter, 
You are Needed Elsewhere 
in Essential Emplogment 


ACK of fuct wood will be serious 
te cur populetion. A shortage of 
caw-loge and other forest products 


would threaten our war effort. There- 
fore, any man on the farm not needed 
et home during the Fall and Winter, 
should offer bis services at once for 
work in the woods until the farm again 
requires bie 

Farmers engaged in essential work 


duction in its own paper consump- 
tion, aiming to reduce its total by 
50%. This may mean a larger re- 
duction in most items, since one 
third of the total paper usage of 
the board is for ration books— 
where important economies already 
are in effect. 


Expect Similar U. S. Action 


The assumption here is that the 
program will be paralleled in the 
United States, since Canada is not 
likely to embark upon drastic econ- 
omies with enthusiasm unless it is 
matched by a corresponding pro- 
gram on the part of the largest users 
of Canada’s pulpwood. 

It can be definitely stated that 
officials approved last week the or- 
der moving pulpwood cutting into 
the essential “B” category although 
official announcement is still being 
delayed for some unexplained rea- 


son. ADVERTISING AGE is informed 
that one reason for the earlier de- 
lay was the desire on the part of 
National Selective Service officials 
to couple the pulpwood priority 
with some restrictions on the use 
to which paper was to be put. 

Officials of the Wartime Prices 
and Trade Board opposed such re- 
strictions as being an infringement 
of freedom of the press. 


Restrictions Opposed 


It was argued, for example, that 
to attempt to restrict such things as 
comic strips as “non-essential” and 
to couple high priority for the in- 
dustry with curtailment of certain 
types of editorial features had the 
gravest implications. Such restric- 
tions were strongly opposed on prin- 
ciple by WPTB officials and the pri- 
ority was granted without any such 
strings attached. 


Omega Releases Wide 
Newspaper Campaign 

Using newspapers on a national 
scale, supplemented by spot radio 
in the Midwest, Omega Chemical | 
Company, maker of Omega oil, has 
released one of its largest adver- 
tising campaigns in a number of 
years. Small-size copy is scheduled | 
for 100 papers from coast to coast | 
during the six-month campaign. 

Cecil & Presbrey, New York, is 
the agency. 


To Spitzer & Mills 

Lawrence H. Jamieson has joined | 
the Montreal staff of Spitzer & Mills 
Ltd., advertising agency. Mr. Jamie- 
son was formerly assistant adver- 
tising manager of McColl-Frontenac 
Oil Company Ltd., and previously 
with A. McKim Ltd. and McConnell, 


Eastman & Co. 


47 


Morgan Hats Appoints 


D. F. Morgan Ltd., Montreal, has 
appointed F. H. Hayhurst Company, 
Montreal, to handle advertising of 
Morgan hats for men. Daily news- 
papers in Quebec, Ontario, Alberta 
and British Columbia, and trade 
papers are scheduled for the forth- 
coming campaign. 


ACCOUNT EXECUTIVE 


EASONED Advertising and Sales Execu- 

tive now serving in administrative sales 

penny ve | capacity with prominent Chi- 
cago Manufacturer is interested in re-enter- 
ing Advertising Agency field as Account 
Executive for Chicago area client. Would 
consider a Pacific Coast assignment on a 
solid account. Possesses the ‘‘know how" 
for keeping business sold and clients happy. 
Draft exempt. 


Box 4349, Advertising Age, 100 E. Ohio St., 
Chicago 


postponement while in approved essen. 
tial work during the slack on the form 


Please answer this vital call NOW 


fw feb tfumnsien sheen eagly © 5 aft : cae “ nd PERT wore 
the followsng 


This advertisement, appearing in Eng- | 

lish and French in daily newspapers and | 

farm publications throughout Canada, is 

part of @ campaign by National Selec- 

tive Service to encourage farmers to 
work in the woods this winter. 


New ‘Save Paper’ 
Campaign Started 
by Canadian Board 


Expects U. S. to | 
Follow Suit; Licenses, 
Permits Scheduled 


Ottawa, Ont., Oct. 27.—Canada’s 
Wartime Prices and Trade Board is 
starting at once on a far-reaching 
paper and paper products conserva- 
tion campaign to prepare for the in- 
vitable shortage of pulpwood seen 
looming for 1944. 

Effective Oct. 25, the board froze | 
ill sales and orders for cardboard 
ontainers and cartons. This freeze 
rder extends until Nov. 30, by 
which time Canada expects to have} 
i new license control system in ef-| 
fect which will permit drastic re- 
ijuction in the non-essential use of | 
cartons. | 

Also under way is an order re-| 
stricting the use of all commercial 
grades of paper, especially on the 
part of large corporate and institu- 
tional users. Curtailment also is ex- 
pected by way of a permit control 
ystem, with probable reduction in 
the usage of all kinds of commer- 
clal paper by about 25% from pres- 
ent consumption. It is probable that} 
the board will order immediate re- 

clions on certain types of mul- 
Uple-page calendars and advertis- 
ing promotion literature, such as 
blotters, but in general users will be 
leit to exercise their own judgment 
as to how economies are effected. 
By way of example, the board is 
now undertaking a very drastic re- 


Historians may question whether canny Peter Minuit 
actually purchased Manhattan Island for $24... 


But there’s no question about the sales-influence canny 
advertisers are buying in the rich mid-west region served 
by the Cowles Stations. Blessed by Nature with the 
world’s most productive farm land, this area includes: 
16 wholesale centers, over 25,000. 
80 retail centers, 5,000 to 25,000. 
| 601,543 farms, each a war-industry in itself. ; 


cer etatits 
PPTTTTT” 


1,387,690 radio homes (daytime primary) with 
population-total of 6,000,748. 

To this entire region, Cowles Stations beam your adver- 

tising at group rates as low as $61.50 fer a daytime quarter- 

hour on three stations . .. truly the BIG BUY of 1943. 


Now... 
| 3 6t City 


IN POPULATION IN THE U.S." 


MOBILE 


ALABAMA 
OVER 


200, 000 


Population Recapitulation 
Standard Rate and Data Service 


4 Great Newspaper in a Great Market 


HE MOBILE PRESS REGISTER 


MORNING—EVENING—SUNDAY 


y Marenel Represent arves 


f THE JOHN BUDD COMPANY 
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i irae catbesiaen  comsemiony.. tell COMIC-STRIP EMPLOYMENT STORY of physiology of the Universiiy o 
Start Testimony | OE gph 


{ 
20 


agriculture committee this Chicago; Glen Davidson of the (jig. 
veek to support the margarine in- s|[aaen == ][asemen | ove Ses rae den Company, which markets Jur. 


lustry’s fight for repeal of federal kee foods; Donald Montgo:e,, 
. . . ‘ax restrictions levied on manufac- 

in Fj ht A ainst ure and sale of their product. 

After a full week of hearings on 

the repealer, sponsored by Rep. 

ba iampton P. Fulmer of South Caro- 

argarine ax ina, the chairman of the committee, 

ynly the margarine industry’s point | 

of view had been presented for the 

Industry Seeks Repeal ‘ecord. Opponents of the measure, 


former consumer counsel fo: +; 


We 


Department of Agriculture: } 
LaGuardia of New York: 
spokesmen for the Nationa] 
ciation of Wholesale Groce; 
the National Retailers Asso: 


Called “Tax on Poor” 


=y/ |= =e 


Gy Esti 


Dr. Carlson, first witness 


8 . he dairy interests which have pear before the committee, a: 
of Special Tax ‘ought for the restrictions for more that the margarine legislatio . 
' than half a century, will state their on the books is “a special t: x 5, 
on the Poor ease later in November. , 


the poor.” He declared thai 
garine is “fully as nourishi; 
butter, strongly defending his 
ment under cross question), 
from Rep. Andresen of Minnesot, 
spokesman for committee m¢ ; 
opposing the bill. 

“The government and the Reg 
Cross,” Dr. Carlson said, ich 
buy huge quantities of maryay; 
hte tence = m sod eatin. o your soreags ov ct CONFECTIONERS for lend-lease and other uses, ye. 

mine wets: So cms + ss : sn + en ag ——, > aioe yet wit 

e acute butter shortage, when woe 

Bill Would Remove Tax - — can buy margarine at all we mys: 
Federal regulations were first All the benefits of part-time work for boys and girls at Sanders’ confectionery color it ourselves. In buying colore 
passed in 1886, when 22 states had stores are woven into copy for this large-space advertisement appearing in the margarine, the government is 


The fight for repeal of discrimi- 
Washington, D. C., Oct. 28 —J|natory federal legislation would be 
Nearly two dozen witnesses, repre-| but a first hurdle in the margarine 
senting producers, distributors and|industry’s effort to establish “free J 

competition,” for additional dis- 1+ 

| criminatory taxes have been adopted = 
aes against the product by 45 states. . oer r 
=== | Almost from the time margarine BOYS and GIRL 

— Chicago Sournal of Commerce S— 


Searr zee Ce 


first appeared in this country in|  fhere’s a Spare-Time = 
1874, states adopted legislation to 
discourage its sale. 


Yr 
11e 
* 
Neabavibe baw | font OS 
ra 


First Choice 


of management men 


ide. 

h already acted. The Fulmer Dill Tribune, Royal Oak, Mich. stepping its own tax setup ans 

e would remove excise taxes from admitting that the restrictions an 

for business news al colored and uncolored margarine,|~ 1 eae same ae Ons are 
nation's greatest industrial and abolish taxes on the manufac-| indicating that margarine fortified|;emy of Medicine’s committee on Under sharp  cross-questioning 


st ture and sale of oleomargarine at| with vitamin A, as now marketed | public health relations, and the Na- 
Central We producer, wholesaler and retailer|by all manufacturers, compared|tional Nutrition Conference for 
levels. favorably with butter in nutritional | Defense were presented. 
Testimony for repeal of mar-|value. Reports by the American Among witnesses supporting the 
garine restrictions was heavily | Medical Association council on foods | margarine industry were Dr. Anton 
weighted with scientific reports| and nutrition; the New York Acad-/| J. Carlson, head of the department 


gow T 


from Rep. Andresen, Dr. Carlso) 
pointed out that there is nothing }) 
the butter standard to prevent but- 
ter manufacturers from coloring 
their product, and that “it is a ) 
sance for margarine consum«s 

do their own coloring in the home 
Rep. Andresen suggested that mar- 
garine might be colored red, but D; 
Carlson said it should be colored 
yellow because “yellow is pleasing 
to the eye and has a psycholog 

| effect on digestion and absorption,’ 
| Rep. Andresen insisted that hy 
had no objection to margarin« 

did not feel it should be colored s 
that it might pass as butter. “We 
have to dress up margarine to mak 
it look like dressed up butter,’ Dr 
Carlson snapped back. 


Point Out Dietary Value 


| The margarine industry recent) 
united for a nationwide cam} 

to win a permanent place in th: 
| American diet for butter substitutes 
| commissioning Publicity Associate: 
Inc., New York public relation 
firm, to map a campaign. Despit 
testimony of several witnesses at 
last week’s hearing on the wartime 
nutrition value of margarine, thé 
industry will stress the normal ; 
tion of margarine as an item in the 
diet. 

In line with the public relatior 
campaign now shaping up, the 
industry will employ a home eco- 
nomics specialist to recommend 
| margarine recipes, and to supervisé 
material for press and radio. Spe- 
'cial radio programs, and featuré 
|for English language and foreig: 
|language newspapers are contem- 
| Dlated. Recipes will be translated 
into foreign language cooking t 
for use in foreign language newspa- 
pers and radio. 

Although the industry is cor 
ating in an institutional 16 mm 
to tell the story of margarine a 
food, no cooperative industry 
vertising is envisaged. Instead, Amy 
Vanderbilt, vice-president and <ec- 
retary of Publicity Associate 
advocating continued pressure 
brand name advertising. 


a Farm Angle Stressed 


Particular efforts are now | g 
made to promote the idea that mar- 
e S Ow garine is a product of the f 


a Made from cottonseed oil, soy: 
t 
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to yout dealers’ 


Send today for this new booklet. It tells how Read how Trade Mark Service can help hold 
ans ‘ —" : : " ‘ ; Established 1886 
Trade Mark Service, in the Classified section markets, build toward new ones. 

of telephone directories, will help keep your 
trade mark in the homes and offices of millions 
of telephone subscribers. 


Read all daily English news- 
papers in the United Sta‘es 


: and thousands of weeklies 
And it reminds customers and prospects that 


your outlets are still in business—even if manu- [7 H We Serve.... 

facture of vour p luct is curtailed | Trade Mark Service Manager AAs § 

acture OF YOUr Pproauct is Curtalied. { American TELEPHONE AND TELEGRAPH COMPANY Advertising Agencies, Public 
Trade Mark Service is a plan for easily direct- ‘ 195 Broadway, New York 7, N. Y. | Relations, National Consumer 

: ' , | ; , 

ing prospects to your authorized dealers, dis- : Please send your Trade Mark Service booklet to . | Advertisers, Industries, Banks, 
. ‘ . , 4 . 

tributors or other representatives. Your cus- Fe Cran, AS ne Lee ame mas Railroads, etc. 

. . 

tomers need service today, more than ever, to en RR a a 
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Tsity of and animal fats, it consumes prod- | 
e Glid. ucts of all farms, including dairy | 
ts Dur. farms. Articles picturing margarine | 
BOmery aroducers as potential customers 
fo the for rmers are now being circu- 
—. 2 iated among rural newspapers, and | 
1 an ‘he ndustry is considering the pur- 
ae chase of local radio spots to bring 
r this material to the farm. 

‘ Miss Vanderbilt has urged mar- 
r sarine advertisers to abandon the 

defe se attitude in their copy and to 
aS<erted substitute the slogan “margarine is 
On now , product of the farm” as a positive 
tux on apI ich. Other copy suggestions 
at mar. are feature low cost, social ac- 


to thirteen pounds for each person 
in our families, why do people have 
so much trouble buying butter?” it 
asks. 

“The answer,” the sheet says, “is 
the answer to many shortages today. 
The war has brought more work and 
more income to millions of families 
and it has disturbed normal market 
practices.” 

Other aspects of the situation 
covered by the sheet include sub- 
sidies, exports, and the possibility 
of separating butter from other 
meats and fats in the ration book. 


ter rationing from meats, the fact 
sheet said the possibility is under 
consideration. But, it warns, this 
would mean additional ration books 
and would not increase the amount 


increased consumer demand and|! 
the military requirements, and there | 
is no indication that there will be! 


|any substantial increase in butter 


On the question of separating but-| 


for civilians in the months ahead. 
Meanwhile OPA is making every 
effort to ease the shortage by seeing 
that the supplies of butter made 
available to OPA for rationing to 
civilians are distributed fairly 
throughout the country.” 


Tyler Named Radio Head 


Dr. I. Keith Tyler, director of the 
radio division of Ohio State Uni- 
versity’s bureau of education re- 
search, has been appointed acting 
director of radio education for the 


Taylor Starts New 
Campaign for Rum 


New York, Oct. 27.—To make the 
enjoyment of rum drinks appear 
simpler to the average _ person, 
W. A. Taylor & Co., manufacturer 
of Government House rum, has in- 
augurated a series of large-space 
advertisements in Life. The series, 
which started in the Oct. 11 issue, 
calls for insertions every two weeks 
for the remainder of the year. 

Featuring the slogan, “For any 
rum drink—all you need remember 


49 


|rum to take care of all markets at 


is Government House,” copy points | 
out how the neck labels on Govern- 


ment House tell at a glance which | 


present, the real purpose of the ad- 
vertisements is to bring before the 
eyes of the public the name—Gov- 
ernment House—so that when rum 
is available for all the consumer 
is available for all, the consumer 
product. 

Charles W. Hoyt Company han- 
dles the account. 


Plan Service Station Meet 
The postwar service station and 
its retail distribution system of the 
future will be the topic for discus- 
sion when the Tire, Battery, and 
Accessory Executive Group confer- 
ence is held at the Elms Hotel, Ex- 
celsior Springs, Mo., Dec. 2-3. Paul 


government regulations,| of butter available for civilians. 
In summary, OPA says, “There is 
he Req with 9,000 u.s.p. units of vitamin A.| not enough butter to meet sharply 


university. The appointment was 
made to coordinate all of the uni- 
versity’s radio resources and activi- | bottle. 
ties into a more effective program. 


Though there is 


rum to buy, and that complete re-| Hoffman, president of Studebaker 
cipes are given on the back of each | Corporation, and chairman 

|}committee for Economic 
not sufficient | ment, will be one of the speakers. 


of the 


Develop- 


ing” a ceptability, nutritional value, and 
IS state. the difference between present-day 
stioning margarine and the product used 
ANesot; dui the last war. 
em bey Under 
present day margarine is fortified 
ule] At present 20 manufacturers make 
rearine the product on a large scale, most | 
SES, Te. recent national firm to enter the 
h _ feld being Standard Brands, which 
Cn we 


ge An, pougnht Blue Bonnet brand. Many 
‘© must margarine firms are also marketers 


colore of well known brands of butter. 
IS side Manufacturers estimate that 
ap and civilian consumers will be able to 
DNS are puy 600,000,000 pounds of mar- 
‘ garine in 1943 under WPB limita- 
ng tion orders holding production to 
Ci risor 167% above the ’40-’41 average out- 
hing put. This amount is nearly double | 
othe a the production of 1918. 
olorin 
| nul- ’ | 
ners t ‘ 
hone Butter Facts, | 
it Nalr- - 
oud Jf lst of Series, Is | 
Colored | 
lesne TF Issued for OPA | 
"ption.’ Washington, D. C., Oct. 28.— 
hat he Facts You Should Know About 
ne, but Butter,” the first in a series of fact 
ored so sheets for OPA field offices and | 
. “We local ration boards, was completed 
O make oy the information office this week 
r,”’ Dr to serve as a basis for all OPA 
articles and advertising on the but- 
e ter shortage. 

A four-page multilith pamphlet, 
ecently the butter fact sheet is expected to 
Mm paig; be the first of at least ten dealing | 
in the with OPA problems, which will give | 
titutes all members of the OPA staff, from | 
ociates Washington executives to volunteer | 
‘lations workers in the field, an official story | 
Despite on major rationing and shortage | 
sses at situations. Each pamphlet will be| 
rartime checked with other agencies and | 
le, the leared by OWI. 
il posi- Since OPA expects to place spe- 
in the cial emphasis on the butter shortage 

during November, the “fact sheets” | 
latio will get a thorough test this month. | 
D, the They are one of the first informa- 
e ¢ tion innovations introduced by the 
nmend present information-minded admin- 
per Vise stration, the idea having been | 
Spe- leveloped by OPA Administrator 
ature Chester Bowles, and his assistant 
foreigr general manager, James Rogers. 
= od Many Subjects Covered 


+ 


addition to providing OPA’s | 
>wspa- numerous divisions with a unified | 
position on controversial issues, the 

sheets” will be used for the| 


m. filn preparation of advertising and mats 
e a it feature services and coop- 
ry ad- erating advertising agencies. 
l, Am} Other topics which will probably | 
d - e treated in OPA fact sheets within | 
tes, is i few weeks are: milk, meat, gaso- | 
ire on coal, fuel oil and kerosene, | 
$ lies, price control, rationing, | 
fresh fruit and vegetable prices. | 
imitting that the point price of | 
being t r has skyrocketed in recent | 
t mar- ths, the butter fact sheet seeks 
f t ‘(plain why. “If the amount 
yi ble for civilians is cut only | 
—_ in average of sixteen pounds | 
| 
Youll hand it to — 
i= 
j e 
usfor ervicel 
® 
ne >" | 
ta’ S 
es 
Dlic 
ner 
rks, 


Phone WABash 3304 


418 S.Market St.Chicago7 | 


IT WAS 1864 and the Union Armies 
were overrunning the South. Into St. 
Louis swarmed a host of Confederate 
refugees. Penniless, empty- bellied, 
they stood around waiting to be 


sheltered, fed, cared for. 


Hot-headed Unionists suggested 
St. Louis raise the money by taxing 
Southern sympathizers in the city. 


“‘No!’’ decided Captain James 
Buchanan Eads, himself a staunch 
Unionist—and with some of his St. 
Louis friends, Charles K. Dickson, 
William Taussig, Gerald B. Allen, 
William McPherson, and Barton 
Bates, he started a subscription fund 
that solved the problem without fur- 
ther inflaming St. Louis. 


aaa OSTON << Fa 
ait 


What handful of men 
would St. Louis follow today ? 


Thus, once more, a small group of 
influential people, men a city could 
admire, copy, follow—showed the 
way out of a difficult situation— 
sponsored a worthwhile cause and 
mobilized the city behind them. 


HO ARE St. Louis’ most important 
citizens today? Who are the men 
with enough foresight, wisdom, and in- 
fluence to know a good cause (or a good 
product) when they see it—and carry a 
whole city along with them? 
For an objective answer, TIME turned 
to Roy Wenzlich, President of Real 
Estate Analysts, Inc., of St. Louis. 
Mr. Wenzlich submitted a list of 688 top 
citizens. [Then the Gardner Advertising 
Company of St. Louts asked these influ- 
ential men to name the magazines they 


The way to reach top people everywhere + T | 


read regularly, to identify their first- 
choice and second-choice magazines. 
Of the 352 who answered, 

1. 54% say they read TIME regularly! 

2. TIME is so much their favorite they 

give TIME almost three times as many 

first-choice votes as any other magazine, 

no matter how large its circulation! 
As the leaders of St. Louis vote, so vote 
civic leaders all over the country. For 
similar surveys in other cities are show- 
ing similar results. 

And group after group of national 
leaders—corporation officers, members of 
Congress, college presidents, men and 
women listed in Who’s Who (and 31 
other groups) vote TIME America’s most 
important Magazine. 

By their own say-so, the way to reach 
these essential top people is through the 
pages of TIMI 


Ting Cire 


Ne 


rit 


a aoe a Be : \ _ ane at : - “ og ‘ > eS - AE he 7 - : SED | ta Came : oY ant WEDS Beate + é eer } Matt REM Ser ? ot Rag roe 2 z a. x A ; ; S| ea x 
i* » a 
‘ y ac 
eee : Ee , 
ee 
a 
a Sw I Sy 
» 
j os * . 7 A my "So ‘ ~ i : j ih , it % ar 
- + “e Bs - a ” les \ 5 . oo 
; " se : «€ ' ag 4 re. if ~ we ” ss * eae : wae ; 
© a a A — i as yee 7 
‘ . Ar aw Gi gece ka - «ea 
; DA Ce  -_ - go 7 Saga i ‘ . \. ’ >! 
P f a ; a § E, ers -_ ee & it i i é Ps i : ’ a = oe 
4 - — - i ' ‘ ‘ oa ; mv }. : bla 
£ — ee 4 * a ae eae 4 a be ye ¥ . 4 : ae a 
’ Ja ' ge ' <a : a ad / ; ; ; s 
i. a . " "y ee & " ¢ ita. A ia mv , t ae ( a 
Oe is i . a -, % ss M a A ay. : 
ae 2 a_i Sere ‘ ~ i , hd ’ . ‘ a 
3 e 3 A ms ey a . ee Os E we : A bid F Nes call te sag —_ 
; oe go Fr Sor. : ’ ic: - F > 2 , } F 
“¢ .- {acm : - i f f a Pane £ § ae 
Ss ) ae - ; i, ‘eo aii : bs > Fee me 
é ce - Se <a : ee » 4. ~ Pe ES 4 at , ' a é = j ae 4 te -" 
Os ' F : ¥ a. 4 a : ‘ Hf : a / it { a nee ? vie . Ceue : ‘i fj A 7 ; 
4 a —e Cl rs ; ae —_ ‘ i 24 es ; = ; 
1 fn hn ; h ql a ™ - | dia 
ee oa —_ fo er 
$ i j at .. ae side 1G ie ae, 4 ¢ is i : 2 . aa a i A : 7 hs: J a i 2 = oP ae a) ~ - 
a ee _ le. aad “a zo anges Sale” 5 . 
# oe ee: a, ia of ae “i a Fe aig ‘ ae i Pie 6 : ere é 1 Ee Ones a 
va 7 + er a A — ii: ee Bg oN Eg v te. F a a j ‘ ‘, ui: 
: eas Ma 8 % Sole is Sin : a , ke i . o a 
ee : : : 
: 
i gi 
. 
See a 
: id ayes = 
Lb te i i es ; 
} - : at 7 as 
bi 
ee . . , —_— . wi siete 
‘ , - pet Ps 
Y "AC AZ iiag 7. coe 
fra : | 
a | 
Pa = 4 : a 
oe , | 
aS 
i - " 
eae 
; ee = 
a 
=e 
; ae “ae 
a = is 
re M : ee é 3 - hao : tr ay ‘We ‘Se EE le as. z S ey as es 5 wat a Oe ea os see ve ¢ : i 
$a a = | is Sige et : are =? : s m. ge : ee x a Po pe ee athe = | 4 - oy + mee ear ye wie eee ‘ is “it ee. 
peal a tae, go a : ; # tink ‘ hed a se * ne . PF as sie 2 a my ae 
ater howe Vine Nit ee a 4 ere. gs a PIMP, cats, at ee, (- <giemees son? aD =e ae 


a a aaa ee 
ae Sant tae ee 
ST eg a 


50 Advertising Age, November 1. \94 


j j the Institute now is running 30-inch| with our experts tomorrow, ap; 

Award Winners Join Home Planners FOR HOME PLANNERS |copy, which it plans to continue|they will show you how t Po 

McGraw-Hill Statf during a six-month test. All adver- | started.” 
Scholer Bangs and Alexander 


' |tisements carry coupons inviting | 
McSurely, winners of awards in the 


“ ” 
'those interested in building postwar Dreams Into Realities 
sixth annual aviation writing and} nstitute farts | homes to send for folders describ- | 
photographic competition conducted | 
by Transcontinental & Western Air 


ing the Institute and its free 
have joined the editorial staff of 
Aviation, Aviation News and “Testi in Portland 
Transport, McGraw - Hill i 


monthly courses in home building. 
F publica 
tions. 


Mr. McSurely has been wana War Bonds, Savings 


midwestern editor with headquar- | ' 'p: 
ters in Dayton, where he was for- Accounts Buy Right 
merly aviation editor of the Dayton 

Journal-Herald. Mr. Bangs, who! to Attend Classes 
served as public relations director | 

of the old Varney Air Transport! (Picture on Page 67) 
and as aviation editor of the Los; Portland, Ore., Oct. 28.—Finan- | 


Architects’ drawings and photo. 
|graphs of actual homes illustra; 
|the newspaper series. One ; 
Uses Other Media tisement, showing a home a 

, | by Van Evera Bailey, asks: “D 
During the first month of the| qream of the home you would 
campaign the Institute also used | how the kitchen would 
spot radio on KGW and KOIN, arranged, where you would put tix 
24-sheet posters and car cards, and fireplace, and how you would de. 
|placed brief classified advertise-| sign the ‘outdoor living room 
ments during a one-week period “Turn your dreams into rea! 
/under “For sale, homes,” “Lots,” | by making your plans with 
“Houses for sale” and “Suburban | Home Planners’ Institute. The ¢ 
homes and homesites.” you enroll you start learning ; 


r 
Ll@s 


The plan is designed to be used ; : a 
Angeles Examiner, will have his | cial institutions throughout the | nationally, sonoréhas to the agency, a any bg ec tud 
headquarters in Los Angeles, where | country will soon be hearing more | ‘with Portland merely serving as| with th ‘oma chor ng a 
be will be Pacific Coast editor. about a Home Planners Institute | iE eee! ‘the “pilot plant.” Equitable and scape designers Natecior decorator 
; now being tested, with initial suc-| ~~ HOME eusemmey mesteTutE | the lumber associations underwrote | and other authorities on every phas. 

KA ! cess, in the Portland area. — _the cost of the Portland drive. Ex-|o¢ home building. 

P The educational and savings plan | i _perience gained in the test will be “The only requirement for a. 
~~ to attract prospective home builders | ‘Sononensonens treet -- |used in setting up programs for|tending these classes is that you 
~ “ is being sponsored by the Equitable) 9 <=*s ses eapsiaianeann other financial institutions inter-| pegin saving systematically to make 
== No tricks, Savings and Loan _ Association, iz eeeae = — ested in adopting the plan. A com- 


‘* —a the down payment. This sum ma 
- aremnnnncvenesanen , plete advertising portfolio is to be| pe saved either in war bonds or : 
premiums West Cu - a since ; a the | | This four-column newspaper advertise- made up + Regge other cities and|/ cash, You are under no omg ration 
sate all cash-readers a Me pw Br te v0 Ret ils UM the Equitable Savings and Loan Asso- a "7 —— one . buildin educational and savings plan, nor t 
waste ie t j : ‘1 = : prs ah _ ciation, West Coast Lumbermen's Asso- i: ale y Cones iL = sag = ng any of the authorities who are 
or «hey join 2 av executive eiatien end the Wastes Getel tam | * @ ered free to all who = saving | giving their counsel to the classes’ 

a ge A representa- | Rectnha's ésnetiiies for the tteme money regularly toward the down 
ives o quitable e associations, Sleannes! Vestine. payment. _ Endorsements Listed 
and Joseph R. Gerber — You may save either by pur- ; ’ : 
Portland agency. chasing war bonds or by opening]. Another in the series lists organ- 
The Home Planners’ Institute was| the Portland Journal and Oregonian.| a home planners’ savings account,” | izations which have endorsed the 
first announced to the public Sept. he Portand J copy was followed| the Institute tells prospective en-|campaign, including the Portland 
19 with 80-inch advertisements in| by four 50-inch advertisements and|rollees. “Discuss your future home | Realty Board, Oregon chapter of the 
American Institute of Architects 
Retail Furniture Association of Ore- 
oe eae EK Rs gg a ed gon, Retail Trade Bureau, Portland 
Home Builders Association, Port- 
land utility companies, etc. 


‘COMI LE ¥ E DECAL , ROGRAM | The first class of postwar home 
;}owners got under way Oct. 19 
Classes are limited to 50 persons 
with a new class started as soon 
4 


which has been active in eens | 


Choose the 


Leader... 


*¥ 


|/as one is filled. 

Folders being distributed by the 
Institute explain its functions and 
that of Equitable in providing safe- 
keeping, without charge, for war 
bonds to be used in financing new 
homes. A suggested savings sched- 
ule for the down payment on the 
home is included. Investors ar 
urged to make as large a down pay- 
om ment as possible, reducing the total 

4 ; cost, since interest, taxes and insur- 
ance add to the final expense. 

“It’s patriotic . . . home-building 
will provide jobs for returning sol- 
diers,” one Institute folder points 
out. “Millions of returning service- 
men will be looking for jobs as car- 
penters, painters, plasterers, electri- 
cians, plumbers, gardeners, loggers 
mill workers, cabinet makers, and 
building supply manufacturers and 

salesmen. Every home built imme- 
Mr. Mercer Bowers October 3, 1945 Cc diately after on war will make jobs 
BA aig tad pA is for soldiers and war workers and 
Philadelphia, Penna. prevent unemployment and depres- 


sion. 
“This is the greatest opportunity 
Dear Mr. Bowers: of a lifetime to get a liberal educa- 
When you were here the other day we were discus- tion in home planning and construc- 
Sing the matter of the use of decals-on—trucks and tion—absolutely free and at the 


at-stores. I was recalling to you the number of 
years which Southern Dairies has very satisfactorily 
used decals for these purposes. 


Our top of window valances which you made for us 
this year looks exceptionally good, and are getting Sweet Heads Farm 


a very fine reception from our dealers. We have used ; ; 
these valances, as you know, for the past eight or Publishers Group Again ; 
ears. and they have given us an excellent iden- Charles E. Sweet, Capper Pub- 


same time to help in the war effort 
and postwar planning.” 


at a very low cost. In addition, we have lications, Topeka, Kan., has been 

conpleneat? e top of window decals with smaller elected to a fourth straight term as 

VA Z trademark decals windows, doors and_backbars. president of the Agricultural Pub- 
r Z On our fleet of several @éd delivery vehicles lishers Association. 

. we have had a numbe anges in the past ten years Also reelected at the annual meet- 

and have u ious types of decoration, both hand ing of the farm publication group 


and decal. We find that it is much easier A 
or us to definitely standardize the decoration on braska Farmer, vice-president, an¢ 


our vehicles by means of decals Neff Laing, Capper - Harmon - 5lo- 


cum, Inc., treasurer. The group 
Yo ver named Leslie A. Watt, Poultry 
, INC. Tribune, as secretary, and Lioy¢ 


in Chicago were Glenn Buck, Ne- 


Burlingham will continue to servé 
, as executive secretary. 
Be Be ie W. D. Hoard Jr., Hoard’s Dairy- 
B man, was named to the APA bouré 
. . ia = of directors. 
Don't let media restrictions throw your advertising plans out of balance. Meyercord - 


Decal signs can be integrated into a complete campaign of brand identification effec- 
tively ...at low cost. (Read Mr. Smith’s letter for proof!) Decals are durable, full-color, 
lustrous, washable, easy to use and require no critical metal. Decal signs are night-and- 
day, all-weather, out-of-the-backroom ‘“‘point-of-sale”’ advertising that pack more 
publicity value per square inch for a longer period of time at lower cost. Have you paced 
the many modern uses of genuine Meyercord Decalcomania? For top-of-the-window 
valances, window and door signs, truck lettering, road signs, back-bar and show case 
signs? Use Decals in your next advertising program. Write for details to Dept. 3911. 


Ten privilege panels (as illustrated) to fil the dealers 
business were used in the ahove valance program. 
Panels canbe designedtofilanytype of business desired. 


MEYERCORD DECALS 


THE oe aS COMPANY 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTR’ 


Write for Sample Copy - Chicago, ill. 
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W, and 

te get 

photo. LL OVER AMERICA people today are 
lu ite . . ry. 
Reine asking questions. They are wonder- 
NT) von ° : > 
ld but ing about the kind of products they will be 
uld de able to buy after the war. 


ith the 9 
in 7 } OU d On { ave What will the new automobiles be like? 


Will synthetic tires rea//y outlast our cars? 
What new miracles can we look for in 


: ju bd ° radio, television, home refrigeration and air 
> Make 

i QO Wal Un t pentane 
li gatior 


lasses. But you don’t have to wait until the war 
- is over to enjoy perfection in one of the good 

orien a ‘ , [ ' Wa [ things of life. Today, in Schlitz, you are truly 

hitects, drinking the beer of tomorrow. 

» Port- 


Keeping a ‘step ahead is traditional at 


Yet. 19 

. Schlitz. Those well informed on brewing 
ma know that for nearly 100 years Schlitz has 
ng > pioneered almost every major advancement 
on the in the American brewing art. 

ne | 

7 And most important of all, Schlitz now 
Point brings you just the 4/ss of the hops—all of 
elect the delicate flavor, none of the bitterness. 
rs and That famous flavor found only in Schlitz 
ke Job tells you that you don’t have to wait until 
a after the war to enjoy your post-war beer. 
nse The beer of tomorrow is here today! 

r effort 


Invest in Liberty! 
BUY WAR BONDS 


Copyright 1943, Jes. Schlux 
Brewing Co.. Milwauher, Wis 


=1/!/HE BEER THAT MADE MILWAUKEE FAMOUS 


Brewed with JUST THE Kass OF THE HOPS — vove of the bitterness 
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FCC Cautions CBS 
on Option Time 
Letter to Stations 


| 
Washington, D. C., Oct. 28.—The | 
FCC today asserted that the Co- 
lumbia Broadcasting System may 
have violated option time restric-| 
tions of the chain broadcasting | 
regulations when it asked stations | 
to “retain their freedom to move 
local and sponsored accounts in 
order to accommodate network}! 
business.” 
Under the 


chain broadcasting 


THEY GET 


7-BILLION 
FROM A FEW MILLIONS 


They get it from a market many of their 
big competitors have overlooked. Per- 
haps, you, too, are overlooking the 7-bil- 
lion dollars spent yearly by American 
Negroes. So find out how advertisers in 
Negro field are reaching biggest markets 
at littlest costs. Write today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York, and be ready 
for some startling, profit-revealing facts. 


regulations, a network may option 
only three hours of a station’s time 
in any one of four segments of the 
broadcast day. The FCC now claims 
that in a letter on June 7, CBS 
asked its affiliates to be ready to 


| shift local programs using 42 hours 


of the afternoon and evening periods 
and that this agreement was in fact 
an option time schedule. 

In addition to the attack on the 


'CBS circular letter, FCC also criti- 


cized the network for using pre-net- 
work regulation contract forms in 
completing agreements recently 
with four new affiliates. These 
forms, the FCC claims, contain 
clauses which “appear to hinder, if 
not to prevent, a station from exer- 
cising the degree of freedom speci- 
fied in the chain broadcasting regu- 
lations.” 
Contracts all Amended 

These contracts, containing the 
“exclusive outlet” clauses nullified 
by the chain broadcast regulations, 
have been amended to include the 
“saving clauses” and riders that 
CBS added to its contracts June 4, 
to bring them into line with the net- 
work rules. The Commission as- 
serted that these “saving clauses” 
had been acceptable in the adjust- 
ment of affiliation contracts during 
the transition period under the reg- 
ulations, but that new contracts 
should now be used omitting the ob- 
jectionable ‘“‘exclusive’’. clauses. 

“No question is raised at this time 
concerning these saving clauses, 
with respect to contracts effective 


prior to the effective date of the 
regulations,’ FCC wrote the net- 
work, “since the Commission de- 
sired to effect a transition to opera- 
tion under the regulations with a 
minimum of delay and without re- 
quiring a redrafting of all existing 
network affiliation contracts. How- 


'ever, the entering of new contracts 


containing the very clauses the 
Commission has found not to be in 
the public interest raises a very 
serious question.” 

Stations with which CBS had 
completed the contracts at issue 
were: WPAD, Paducah, Ky.; WHOP, 
Hopkinsville, Ky.; KEYS, Corpus 
Christi and KGBS, Harlingen, Tex. 


Asked Too Many Hours 


The FCC said that in the June 7 
letter, CBS specified 4% hours in 
both the afternoon and evening seg- 
ments instead of three which it may 
option under regulation 3.104. This 
time schedule, which supplemented 
the official option schedules ar- 
ranged on June 4, was described as 
representing “certain time periods 
in which CBS would make no effort 
to resell the time once present ad- 
vertisers give it up.” Stations were 
further advised, FCC admitted, that 
in these periods “they are perfectly 
safe in making future sales on a 
guaranteed basis.” 

In a telegram sent Wednesday to 
its affiliated stations, CBS said the 
language of the amended cuntracts 
was discussed with the FCC’s chief 
counsel in August, who agreed it 
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fully complied with the Commis- 
sion’s rules from a legal standpoint. 

“We are therefore amazed at this 
sudden public attack,” the telegram 
said. 

“In criticizing June 8 letter the 
Commission apparently refers to 
helpful information from us advis- 
ing you of certain time periods in 
which we would not seek clearance 
for network programs and miscon- 
strues this as an option to us on 


| your part on all other time periods. | 


This completely ignores our tele- 
gram of May 29 which officially 


specified option time under the rules | 
and which Mr. Fly approved person- | 


ally in advance. The Commission’s 
letter also ignores the express de- 
sire of many affiliated stations for 
more than the three hours of spon- 
sored programs covered by network 
options in each time segment. 

“You will see from the above that 
we have made every reasonable ef- 


fort to protect our affiliates from | 


any claim of non-compliance with 
the rules. If as a result of further 
conference with the Commission it 
confirms its desire to extend its jur- 
isdiction into the field of phraseology 
of contracts as distinct from their 
legal content or effect, we will of 
course, in view of the present state 
of the law, have no alternative but 
jto comply. If the Commission also 
finds that its jurisdiction applies to 
non-legal but purely informative 
letters from us to our affiliates we 


will do our best to handle these in | 


a manner satisfactory to the Com- 
mission,” 


'CBS Changes Two 
\FM Call Letters 


CBS has changed the call letters 
of the network’s two Frequency 
Modulation stations in Chicago and 
New York. The Chicago station, 
formerly W67C, is now WBBM-FM, 
and the New York station, formerly 
W67NY, is now WABC-FM. 

In accordance with FCC regula- 
tions, effective Oct. 31, all FM 
transmitters must assume new Call 
letters for their combination nu- 
meral-letter identities. Either one 
of two types may be used: an 
entirely new four-letter combina- 
tion, or, if affiliated with some 
existing AM station, the regular AM 
call followed immediately by FM, 
such as those chosen by CBS. 
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Cosmopolitan Corp, 
to Operate WMCA 


| New York, Oct. 26.— Nath 
Straus, who recently purchased ¢ 
ition WMCA from Edward J 
|for $1,255,000, has announc: 
|incorporation papers hav, 
filed at Albany setting up 
poration to own and oper the 
property. He also said forma pli. 
cation for transfer of WMCA , 

be made to the FCC next | 
Washington. 

The new company, Cosm 
Broadcasting Corporation, 
headed by Mr. Straus. As ite 
with him will be Davegs -¢;; 
Radio, New York chain store 
ization, which will have a 
tial interest in the corp 
$675,000 authorized capital stock 

H. M. Stein, president of Dave 
will be treasurer and a membe; 
the board of Cosmopolita: 

A. Davega, vice-president ‘ 
chain store company, also a diree. 
tor. Charles Stark, vice-p ley 
and sales manager of WMCA. 
continue in that capacity idi- 
tion to serving as a direct A 
operating personnel will continy 
intact. 

Cosmopolitan Broadcasting Cor- 
poration was incorporated , 
authorized capital stock of $675,000 
all of which is to be issued. Addi- 
tional funds required for the pur- 
chase of the property and for work- 
ing capital will be obtained 
corporation through the issuance of 
other securities to the stockholdin 
interests. 

Mr. Straus expressed complete 
satisfaction over financing arrange- 
ments and reiterated his prt 
expressed intention to de 
his time to active manage! 
the station. 


Exhibition of War 
Cartoons to Be Held 


John Chase, cartoonist on the 
New Orleans Item, is assemb! ! 
exhibit of American nev ( 
wartime cartoons for a | 
showing, beginning Dec. 10, at the 
Arts and Crafts Club, New O: 
Newspaper’ cartoonists 
United States and Canada 
vited to contribute three cartoor 
apiece. Material should be sent to 
Mr. Chase. 


J 


Charleston, S. C., has 
market, but today it is 
makes it a must for national advertisers. Shipbuild- 


ing and steel 
industries like asbestos 


circulations are up! The 
is now over 182,000 wh 


average net paid daily. 


makes these newspapers 


~ 


THE CHARLESTON EVE 


always been an important 
expanding at a rate which 


manufacturing added to basic 


and paper, tobacco, fer- 


tilizer and pulp, give this market a postwar future 
as well as a tremendously important present. 


Retail sales are up, population is up, newspaper 


ABC city zone population 
ile circulation of the Post- 


News and Courier has jumped to more than 67,000 


Rates are still at the former low level, which 


a real buy! Now and for 


the future, Charleston is a safe bet for national 
advertisers. 


NING POS! 
> 
Represented by Ne 
THE JOHN BUDD COMPANY '! 
‘ 


f 


a 


OWNERS OF RADIO STATION WTMA (NBC) 
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Program Set for 
AMA War Session 


land, Oct. 28.—All phases of | 


Cle 


yketing developments and trends | 
' ne up for attention at the| 
-. national war conference of | 
the American Marketing Associa- 


v1 to be held at the Hotel Statler 
. Nov. 11-12. Business manage- 
xecutives attending the an- 
a] fall meeting will consider spe- 
»blems. 
Changing markets will be consid- 
the Thursday morning ses- 
sior rected by Dr. Franklin R. 
‘awl f Arthur Kudner, Inc., New 


vo sency. Dr. C. L. Burrill, pe- 
rolet economist, Standard Oil 
‘mpany of New Jersey, feature | 
eaker at the luncheon session, will | 
scus: “Petroleum — Present and 
Futur’ 


Two sessions will run concur- 
ently on Thursday afternoon, one 
eyoted to current trends in product 
evelopment and transportation, the 
ther to price control. 
At the annual banquet Thursday 
evening Robert E. Wilson, vice- 
president, Goodyear Tire & Rubber 
‘ompany, will talk on “Sales Re- 
earch—a Practical Everyday Tool 
r Sales Management,” and Dr. 
Virgil Jordan, president, National 
industrial Conference Board, will 
itline “The Frame of the Future 
Mf irket. 
Under the subject, “Channels of 
tribution,” the Friday morning 
yn will include a symposium on 
trends in wholesaling and retailing. 
\t the Friday luncheon session 
Thomas A. Calhoun, chief, General 
Industrial and Service Equipment 
Section, Office of Civilian Require- 
nents, will discuss the civilian sup- 
‘ture. “War Comment in 
ngton and London,” will be 
esented by Paul Wooton, chief of 
Washington bureau, McGraw- 
Hill Publishing Company, who has 
ist returned from England. 
Lyman Hill, director of sales re- 
rch, Servel, Inc., will be chair- 
man of a postwar panel which will 
neclude the conference on Friday 
fternoon. Nine participants in 
liscussion will include R. A. 
nan, American Rolling Mill | 
ny; Arthur Hirose, McCall} 
ration; Morris Livingston, De- | 
ent of Commerce; 5S. . | 
Ime, General Electric Company; | 
Scoville, Chrysler Corporation; 
ell Wiseman, Cleveland Plain 
er; Victor Pelz, General Foods 
Sales Company; Clay H. Hollister 
lr, Libbey-Owens-Ford Glass Com- 
ind Herbert Metz, Graybar 
Company. 
The conference is being held 
er the sponsorship of the North- 
o chapter of the American 
eting Association. Ralph C.| 
einer, Cleveland district manager, | 
Management & Mainten- | 
nd president of the chapter, | 
eral conference chairman and | 
Forrest H. Rammage, assistant] 
! commercial research di- 
Republic Steel Corporation, 
im chairman. 


Presnell to Compton 


Robert Presnell, formerly of | 
& Rubicam and Batten, Bar- | 
Durstine and Osborn, has 
the radio department of 
n Advertising, New York, as 
iuction supervisor on non- 
rograms. 


COLLINS 
MILLER & 
HUTCHINGS 


ho'o-engravers in Chicago 


-07 North Michigan Avenue 


Franklin 5854 


‘Field & Stream’ 
October Total 42 Pages 


Through an error in the figures 
supplied by Publishers’ Information 
Bureau, the magazine linage table 
in the Oct. 18 issue of ADVERTISING 
AGE credited Field & Stream with 
only 10,721 lines of advertising in 
its October, 1943, issue, whereas the 
correct total for this issue was 18,- 
080 lines, or 42.2 pages. 

This compares with 12,060 lines, 
or 28.1 pages, in the October issue 
of the previous year. 


Headley-Reed Moves 


Headley - Reed Company, radio 
representative, has moved its New 
York offices from the Graybar 
building to the Chrysler building, 
405 Lexington Ave. 


which 


RCA Tube Drive 
Builds Business 
for Distributors 


Camden, N. J., Oct. 27.—Increased 


business for its tube and equipment 
distributors has been reported by 
the RCA Victor 
Corporation of America, as the re- 
sult of an 
based on the “know-how” of RCA 
tube and equipment distributors in 
locating urgently needed electronic 
tubes and parts and expediting their 
delivery to waiting war industries. 


division, Radio 


advertising campaign 


Launched with the dual purposes 


of stimulating business for distrib- 
utors and extending the war service 
performing by| 
familiarizing more war industries 


they are 


with expediting organizations, 
RCA’s tube advertising places em- 
phasis entirely on availability and 
the ability of tube and equipment 
distributors themselves for render- 
ing important wartime § services, 
rather than on the products in- 
volved. 
Uses Monthly Series 


Backbone of the drive has been 
a series of illustrated advertise- 
ments in color and in black and 
white, appearing monthly since the 
first of the year in leading publi- 
cations of the electronic, electrical, 
and instrument fields. Publications, 
in which further insertions are 
scheduled, include: Electrical Engi- 
neering, Electrical Manufacturing, 
Electrical World, Electronics, Elec- 
tronic Industries, Factory Manage- 


|ment & Maintenance, Instruments, 


53 


Journal of Apptied Physics, and 
Review of Scientific Instruments. 

High spot in the campaign was 
reached last month with the pub- 
lication of a 22-page special section 
in Electronics, containing individual 
distributor tie-in advertisements by 
47 RCA tube and equipment dis- 
tributors with headquarters. or 
branches in 45 cities. Distributor 
insertions ranged from 1/6 page to 
spreads. 

Copy featured the term “emer- 
gency electronic expediters” as 
identification for RCA tube and 
equipment distributors, stressing the 
point that they are “technically 
informed specialists” in their field. 
Continuing insertions invite the 
manufacturer who does not know 
his local RCA tube and equipment 
distributor to write to RCA Victor. 


PORTSMOU 


* August 1943 


Sales Management 


RICHMOND 


WASHINGTON 


The Heart of 
Wampton Roads WarArea. 


PERMANENT 
U. S&S. GOVERNMENT 
ACTIVITIES 


Located in Portsmouth, Va. 


U. S. NAVY YARD 
40,870 Civilian Employes 


Weekly Payroll 
$2,577,665.00 


St. Julien (Navy) 
Ammunition Depot 


Nansemond (Army) 
Ordnance Depot 


U. S. Naval Hospital 


U. S. Marine Barracks 


District Headquarters 
U. S. Lighthouse Service 


U. S. Coast Guard Port 
Security Headquarters 


Virgtuta’s 


ORTSMOUTH, with an estimated sales gain of 49.1% 


against 37.3% for the entire U 


markets. 


. S., ranks with the nation’s top 
Building the world’s largest and best fighting ships, 


including the “Shangri-La,” the aircraft carrier that all America 
bought War Stamps in July to construct, more than 50,000 


ship-workers toil around the clock in Portsmouth. 


Industry in 


Portsmouth is served by seven trunk-line railroads and miles 


of deep-water coastwise and export terminals. 


Portsmouth is 


the center of war and peacetime activities in the Great Hamp- 


ton Roads Market in Virginia. 


CIRCULATION GAINS REFLECT MARKET GROWTH 


22,500 


20,000 


17,500 


15,000 


12,500 
10,000 


7,500 


5,000 


2,500 


1920 1925 1930 1935 


1940 3= 194! 1942 ©1943 


The Portsmouth Star 


WARD-GRIFFITH CO. ~ National Frepresentatives 


YAR 


New Dwelling 
Units 


Have been built in Ports. 
mouth in the past three 
years to accommodate thou- 
sands of workers who are 
here speeding the war effort. 


43 Housing Projects of 50 to 
5.000 units are included in 
this total, but projects under 
50 homes and private con- 
struction not included 
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Admen in the 
Armed Forces 


e s identify a second-hand watch. That 

Coming N ational BBB is a job for the jeweler. Prospective 

W “ae purchasers of watches should real- 

o arns of Illicit ize that there may be no difference 

Conventions) sed-Watch Sales (2 ee 
m used watch, e bureau said. “ 

se atc ales 30 or 40 year old movement may 

New York, Oct. 26—The illicit} be in a new case. The name of a 

Nov. 4-5.—Packaging Institute,| business of selling second-hand | reputable manufacturer may appear 

Hotel New Yorker, New York. watches to the public as new has|0N a new dial, but today that is no 


Nov. 11-12.—American Marketing| boomed to bonanza _proportions|@ssurance that the movement be- 
Association, 1943 War Conference,| under wartime conditions, with| hind it is new or that it was made 


Harry Maus, vice-preside, ; 
copy director of Russel \ 
Company, Chicago, for D 
eight years, has been given | jon, 
of absence in order to join th. Coad 


ar 
See } 


~ Guard. He left Oct. - a 
Hotel Statler, Cleveland. service men and women among the| by the firm named. Coz 2 G e tet Oct : 28 lor the 
na. rvic an oast uard training station 
Nov. 17-19.—Association of Na- principal viewine of the sactast, a * 71 ONE WORLD New York. . 
tional Advertisers, wartime confer- | according to a warning Issued here "1 - 
ence, Waldorf-Astoria, New York. | last. week by the National Better Groups Plan First be wine i Canta “ae te the Hi siden 
Dec. 8-10.—National Association | Business Bureau. por prec 


of an. _5-10-—National Association | "'itthough there has long been| WaSRIngton Co-op 


American industry, Waldorf,Astoria, | S°me traffic in this type of fraudu- 


New York. lent sale, the bureau explained, Week for January 


with watch production for civilian 


ACTUALLY. oe don work, has reported for ity 
Washington, D. C., as a lieute 
(jg) in the nava) reserve. 


Adolph O. Frey, on leay: 


. of a 
———— }use below normal and demand far Chicago, Oct. 26.—Plans for the Ss eh dt sence as executive vice-president , 

A ‘nts Earle Ludai ‘above normal, dishonest vendors| {rst “Co-op Week in Washington, ci Sec ele st Sn ean the Pittsburgh Convention 
ppoints rie LUGgIn have an unprecedented opportunity | including a two-day conference on eo Tourist Bureau, has been promot 
Earle Ludgin & Co., Chicago, has|to sell dressed up old watches as/| /mternational Cooperative Recon- to the rank of major. He is locate 
been appointed to handle the ac-| new. _ |Struction and quarterly meetings of at Maxwell Field, Ala., where he ; 
count of Nutrition Research Labora-| “There are no effective rules by | te, boards of directors of the Coop-| |. ........ MATTE tttmms -.. | chief of the public relations bran 
tories, Chicago. | which consumers can be trained to| tative League of the USA and) .Aict.. ay Goma ** | Of the Army air forces eastern fly 

National Cooperatives, were made 


ing command. Major Frey, wh 
by the boards of the two groups at ‘ i. . } 
= mecten here recently. The eek In @ campaign appearing in marine pub- agg. “daira piel Ea + 00 st er 
is scheduled for some time in Janu-| lications. Kamen Products Co., Brook- ti th h h 100 st 
lyn, tells the story of the part canvas | “Ons throughout the command, 
ary. F : : * . +k sts the son of Adolph Frey, local ad 
The International Conference.| ' playing in the wartime shipbuilding tisi ; th adver. 
highlight of the week’s program, industry of America. The account is Restiineette’ e e Pittsburg 
| will be attended by representativ es handled by Stanley Moss, New York. + 
of cooperatives in Europe, A d Stanley E. Conger, formerly wit 
Saamanien, ‘na Seti al Compton Advertising, Inc., Cir 
many of the United Nations’ gov- Sets Up Research Bureau cinnati, has been poermeted to liey 
ernments. Enterprise Research, a _ project poe ge i a in the inspector gen 
Following business sessions held| which aims to serve as an idea pool of S ~ aan of the Army Servic 
| here by the two boards of directors|of ideas, facts, figures, case studies o C ne: y: th ‘ 
concerning education, labor, traffic|and illustrations, has been estab-| ,C°l- Conger, who enlisted short 
| surveys and other vital topics, Gil-|lished in the Harwood building, after Pearl Harbor, Was sent on 
|'man Calkins, editor and Centennial | Scarsdale, N. Y., by Robert R. Upde- thro ct Taher 1942, and has travele 
|director of the Cooperative League, | graff, advertising man, author, and|*roughout Great Britain, Afric 
reported to both boards on plans for| former editor of The Magazine of and Sicily since that time. He 
|the year-long campaign getting} Business. Mary Campbell Brill is served with the merchant marine 
| under way in observance of the first| in charge of research activities. The World War I and later became 
hundred years of the Rochdale|unique organization, which fur-|4™™y sergeant. 
Cooperation. Immediately following|nishes a clipping service, is a non- 
the two board meetings, the depart- | commercial project, making its facts; Adopts ‘Linoleum’ Term 
|ment heads of National Coopera-|available to writers, editors, public Meal ’ 
tives and the Cooperative League| speakers, etc. _Armstrong Cork Company, Lap- 
met in an all-day joint staff confer- ——_ ea ae gg Pa 
pe : . -rentiat 
ence to Work oD detailed plans for| Sullivan Promoted between its new felt-backed con 
the Centennial, Reconstruction Con- Sosenh A. Sullivs f 1 tet - her 
ference and other joint projects. oseph A. Sullivan, formerly position linoleum and the burl 
Pennsylvania sales manager, has| backed product, has announced 
been named assistant manager of} will abandon the term in favor 
Gets New Account the state stores division of Calvert} describing its felt - backed produ 
Ellyn Deleith, Inc., New York,| Distillers Corporation, serving the|as linoleum. General public accept 
has apointed A. M. Sneider & Co.,|17 monopoly states. He will con-|ance of floor coverings of compos 
New York, to handle advertising| tinue to make his headquarters in|tion material was cited as the r 
| for its line of perfumes. Philadelphia. son for dropping the term “linofio: 
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Precisely how 
well do you know 
your vitamins ? 


lv you work on food and drug advertising, you'd better have your vitamin vacuum, a process which gives the resulting concentrate several unig 


data up to the minute —and yesterday's data is likely to be hopelessly advantages. 


obsolete. Distilled Vitamin A Concentrate in the natural Ester form is scientifi 


Che vitamin content of new products, the enrichment or fortification ally uniform in quality, high in potency, two to ten times more stable | 
of old products: these are problems toward which you should be making heat, light, and air than any other commercial concentrate we have tesic 
a contribution. Have your facts straight. Exceptionally bland, this vitamin A does not impart taste or odor to f90 

For instance, Vitamin A. Get and study and pass along the facts about or pharmaceuticals. 
what we believe to be the finest vitamin A concentrate available. Write for our new illustrated brochure, **The Story of Vitamin A Esters 

Distilled Vitamin A Esters* is the name. This concentrate of vitamin A Get complete information and performance data for your technical m« 


in the natural Ester form is produced by molecular disullation in high 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patent. 


DISTILLATION PRODUCTS, INC. 


ae 755 RIDGE ROAD WEST, ROCHESTER, NEW YORK 
y owned by EASTMAN KODAK CO. and GENERAL | 
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Audit Bureau May 
Decide fo Reduce 
Wartime Services 


Chicago, Oct. 26.—Directors of 
she Audit Bureau of Circulations 


may decide at a Dec. 3 meeting in 
New York whether to curtail ABC 
grvices aS a wartime expediency 
for both the Bureau and member 
oublishers. 

A nine-man committee headed by 
gC. Duffy, executive vice-president 
i» charge of eastern offices for Bat- 
on, Barton, Durstine & Osborn, was 
named at the ABC board’s meeting 
ere Oct. 14 to consider ways of in-| 
reasing the Bureau’s wartime ef-| 
ficiency. 

p, L. Thomson, ABC president, 
pointed out in his annual report 
that although manpower had been) 
the most pressing problem, the Bu- 
reau completed 1,619 audits during 
the year compared with 1,761 for 
the previous year. He said there 
has been no let-down in the quality 
f the auditing nor reduction in the | 
juantity of information checked but | 
that the “directors have given seri- 
us consideration to the desirability 
f simplifying the report forms and 
iecreasing the amount of informa- | 
tion which publishers have been 
alled upon to give with respect to 
the quality of their circulation, but 

ithout any diminution of the es-| 
sential data bearing upon its quan- 


tity. 

Costs have been creeping up 
gradually, he said, and shortages 
f help in publishers’ offices have in 
nany cases “been so acute as to in- 
terfere with the normal upkeep of 

culation records required for an 
ABC audit.” 

“At the present time, under the 
pressure of war conditions, the sup- 
ly of advertising space available is 

tually short of the demand,” he 
mtinued, “and we find buyers, for 
the time being, willing to skip some 

f the refinements pointing to the 
uality of the circulation they buy, 
nd interested primarily in getting 
yverage. Such a condition is not 
kely to prevail after the war.” 

Since circulations are for the 

t part “static”? these days, he 
ntinued, the period for audit re- 
rts might be lengthened from one 
two years, with publishers’ state- 
ents filling in during the interim. 

In the absence of an annual meet- 
ng, Mr. Thomson said the 14 direc- 
tors whose terms expire this month 
etain office until an election 
takes place at a special meeting or 
nnual session next year. 

The Bureau ended its fiscal year 

th an all-time high in members, 
ncluding 253 national advertisers, 
») regional and local advertisers, 
123 agencies, 1,034 daily and Sun- 
lay newspapers, 184 weekly news- 
ipers (a net gain of 42 members), 
-)4 magazines, 59 farm papers, 268 

ness papers and two under the 
ellaneous classification. 


Named Esty Art Director 


Claude Hurd, formerly with the 
rowell-Collier Publishing Com- 


1] 
i 


pa is art editor of Woman’s 
Ho Companion, and previously 
nh art director of the Mathes 
fency, has joined William Esty & 


‘ew York, as art director. 


Named Association V.P. 


ew S. Moseley, president of 
st Club Coffee, Inc., Los An- 
as been elected vice-presi- 

the southern California 
if the Pacific Coast Coffee 
ion. 


would happen right in the 
le of a WFDF Flint Michi- 


murder mystery.” 


Pinkerton to Reeves 

Fred H. Pink- 
erton has been 
appointed direc- 
tor of public re- 
lations of Reeves 
Sound Labora- 
tories, New York. 
Mr. Pinkerton 
was formerly 
manager of sales 
promotion and 
advertising of the 
industrial divi- 
sion of United 
States Rubber 
Company, and 
prior to his ap- 


F. H. Pinkerton 
pointment by Reeves, was public 


relations counsel to the National 
Electrical Wholesalers Association, 
Washington, D. C., for which he has 
just completed a book, “Electrified 
Production.” 


Two More Drives 
for Anti-Freeze 
Get Under Way 


New York, Oct. 26.—With cold 
weather just around the corner, two 
additional manufacturers have 
launched seasonal campaigns for 
their anti-freeze products, one com- 
pany on a greatly increased adver- 
tising appropriation over that of 


last year. 
Publicker Commercial Alcohol 
Company, Philadelphia, which 


makes Thermo Royal anti-freeze, 
| got its campaign under way with 
| half-pages in two colors in Collier’s, 
Liberty, Life and The Saturday 
| Evening Post. About Nov. 15 24- 
| sheet posters throughout the coun- 
itry will be employed to give the 


magazine campaign further empha- 
sis, while there is some possibility 
that newspapers will also be used. 

Last year’s appropriation for | 
Thermo Royal ran close to $50,000, | 
a figure which will be greatly ex- | 
ceeded this year, according to Paul | 
Brown, account executive with Al}! 
Paul Lefton Company, agency on 
the account. 

The Socony-Vacuum campaign | 
for its Mobil Freezone is limited to | 
six half-page insertions in The 


| Mr. 
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Crosley Promotes Griffes 


A. R. Griffes, who has been do- 
ing market analysis work for WLW, 
Cincinnati, since March, has been 
appointed merchandising director, 
succeeding Mrs. B. Strawway, who 
has resigned to join her husband in 
Washington. Before joining WLW, 
Griffes was vice-president of 
Supremacy Products, Inc., and an 


account executive with J. Walter 
Thompson Company and Young & 
| Rubicam. 


Socony Uses “SE” 


Saturday Evening Post, three ap- 
pearing in October, two in Novem- 
ber, and one in December. Comp-| 
ton Advertising is the agency. 

Campaigns of other companies 
which have been placing schedules 
for anti-freeze products were re- 
ported in the Oct. 11 issue of Ap- 
VERTISING AGE. 


Joins Compton Staff 
Rita McCusker has joined Comp- 


|ton Advertising, New York, as an 


assistant to Corlis Wilber, super- 
visor in charge of daytime serial 
programs. Miss McCusker was for- 
merly with Foote, Cone & Belding 
and Ruthrauff & Ryan. 


Trying to cover 
too much ground 


on the run? 


OUR Kestdeut Salesmeu CAN FIX THAT 


radio sense there are too many jumps 
in too many directions for effective cov- 
erage by one or two stations in compe- 
tition with local network stations. 


That's why local station influence is so 
much more effective than the scattered 
"impacts of long-distance radio. 


N selling New England, 
fooled by its size on the 


People listen to their local stations. 


When you come into New England, you 


don't be 
map. In a 


stations give 


have twenty top markets to cover. Why 
not have a resident salesman in each 
market and do a real job? 

Yankee's home-town, home-managed 


you the influence of local 


acceptance, the vital resident salesman- 
ship that pipes you right into the busy 
centers of these twenty best markets. 
With Yankee's 20-station coverage, you 
can deliver your message to Main Street 
right on Main Street. 


THE YANKEE NETWORK, INc. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., 


INC., Exclusive National Sales Representative 
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Doilies Carry 
Potato Message to 
Restaurant Guests 


Philadelphia, Oct. 26.— To help 
publicize the current need for in- 


creasing potato consumption § as} 


much as possible and to induce the 
public to buy potatoes now and 
store them for future use, the War 
Food Administration has asked 
Aatell & Jones to prepare and dis- 
tribute special doilies urging the 
public to cooperate with the gov- 
ernment’s plan for handling the 
1943 bumper potato crop. 

Aatell & Jones doilies have for 
some time been used as a medium 
for educating restaurant guests to 
the necessity of cooperating and 
understanding the various govern- 
ment wartime restrictions. Leonard 
Rennie, chief, visual reports section 
of the Markets Reports Division, in 
his letter to the company, pointed 
out the necessity of increasing the 
purchase of potatoes to make room 


ARF YOU SELLING THEM EFFECTIVELY? 


7 
You should have expert counsel 
on bow to reach the growing 
$7 Billion Negro Market. Consult — 


1 OUT OF bf 

EVERY 10 DAVID J. SULLIVAN 
AMERICANS Negro Market Organization 
iS A NEGRO Marketing + Advertising + Research 
$45 Fifth Avenue + New York, NY 


for other foods coming into the 
markets. 
“For some time we have realized 


|the possibilities that place doilies 


offer as a medium for advertising 
or publicity purposes,” said A. J. 
Jacquot, sales manager of Aatell & 
Jones. “Hotels and_ restaurants 
have found place doilies particu- 
larly effective in merchandising 
other services of the hotel or res- 
taurant. Another advantage offered 
by this medium is that there is 


relatively no competition. There is | 


no other page to turn, no other sta- 
tion to tune in and the message is 
continually before the guest while 
| he is being served.” 


New Wheatena 


Drive Plays Up 
Toasted Cereal 


Rahway, N. J., Oct. 26.— The 
Wheatena Corporation broke re- 
cently with a substantial newspape1 

|campaign for its Wheatena hot 
cereal in selected markets, using 


where the schedule skips to the Pa- | 
|cific Coast. Southern territory is| 
| excluded in the campaign. 
Advertisements of 600-line size 
| will appear weekly and every other 
| week, with the campaign booked 
i\through March, 1944. The initial 
|insertion plays up Wheatena as a} 
|real “builder-upper” for children 
|and carried a photo and testimonial 
of a child whose liking for the 
product is depicted in a cartoon| | 
strip. 
Compton Advertising, New York, | | 
|is the agency. 


DOCTORS' STORY 


Dr. Gropius Named 
Postwar Designer 


| Dr. Walter Gropius, chairman of 
\the department of architecture, 
graduate school of design, Harvard 
| University, has been retained by 
| William H. Weintraub & Co., New 
| York, as postwar product designer 
for the agency’s clients. 

Dr. Gropius is the author of five 
books and innumerable articles on 
industrial design, architecture and 
housing. For nine years he directed 
the Staatliches Bauhaus in Weimar, — 


Your doctor worries about you! 


cartoon-type illustrations featuring| which originated a host of new de-| First copy in a 13-week series, this ad- 


the product as “the only hot cereal | 


with that luscious toasted taste!” 
The campaign is scheduled to ap- 
pear in about 37 newspapers in 26 
cities, with major emphasis in the 
greater New York area and New 
England territory. States as far 
west as Detroit and Cleveland will 
carry newspaper insertions, from 


‘signs covering a wide range of | vertisement of Dow Drug Co., Cincinnati, 

products. speaks for the city's over-burdened med- 

| ical profession. Ralph H. Jones Co. is 
the agency. 


Spahn Joins Hackett 


Robert D. Spahn, for the past) 
| seven years vice-president in charge|to join M. H. Hackett Company, 
lof sales of Criterion Advertising| New York, as a member of the ex- 
|Company, New York, has resigned | ecutive staff. 


An Advertising Agency 


that 


Some months ago we advertised for a copy- 
writer “who can sleep inawind.” A surpris- 
ing number of inquiries were received. Two 
of those who wrote are working here now. 


The reference was to the very old story of 
the Yorkshire farm boy who, when apply- 


ing for a job, was asked what he could do. 


“Ll ean sleep in a wind.” he replied. The 


farmer was puzzled, but being a Yorkshire- 


man, disliked to ask for an explanation. He 


fancied the looks of the lad, however, and so 


hired him. 


Not long afterward, in the middle of a 


night, there came upa tremendous wind. 


LEWIS & 


Can 
‘Sleep in a wind’ 


Awakened by its noises, the farmer put on 
clothing and hurried out to make things 
shipshape against the storm. He found 
nothing to be done. The sheep fold doors 
were securely barred. Covers were lashed 
down on the hayricks. Everything was tight. 
Then he knew what the boy had meant. 


This advertising agency was established 
October 1, 1942. The advertisement you are 
reading celebrates our first anniversary. We 
have the honor to serve as clients: 


EDWARD G. BUDD MANUFACTURING COMPANY 


* 

BUDD WHEEL COMPANY 
LEHIGH COAL and NAVIGATION COMPANY 
LAROS TEXTILES COMPANY 
ry 
GENERAL REFRACTORIES COMPANY 
THE MIDVALE COMPANY 
AETNA CASUALTY ond SURETY COMPANY 
> 
FARM JOURNAL and FARMER’S WIFE 
* 

PATHFINDER 
7 
BUDD INDUCTION HEATING, INC. 

* 


HYGIENIC PRODUCTS COMPANY 
(as of January 1, 1944) 


GILMAN 


Advertising Age, November | 1943 


Ad Council Radio | 
[Group and OW] 
Discuss Plans 


New York, Oct. 28.—Re; 

| tives of the four major rad 

| works and leading radio a 
ers met with the radio comm :: 
the War Advertising Coun: 
to hear Philip H. Cohen, ne 
pointed director of the OVW 
bureau, outline radio’s role 
information programs. 

Although Mr. Cohen an 
bers of his staff gave a pr 
radio campaigns for 1944 
emphasis at the session wa 
on a full dress review of the 
radio has played during 1943. 
of the machinery OWI has es} 
lished to handle radio all 
At least 90 campaigns are 
scheduled for 1944, the meetin 
told. 

Since Jan. 1, radio has handleg 
138 information campaigns, yy, 
Cohen revealed. Under the fia 
OWI allocation plans, it has de. 
livered nearly 750 million listener 
impressions a week, including 599 
million through the network alloca- 
tion plan, and 88 million through 
the station announcement plan. 

Under the station announcemen} 
plan, 891 stations are giving the 
government 44,226 spot announce. 
ments weekly. 

William Spire, deputy chief of +) 
radio bureau, in charge of goverp. 
ment liaison, told the session that 
radio promotion for the war effor 
| has been an outstanding success, H 
|revealed that radio campaigns had 
resulted in a 14% increase in t} 
|number selling fat at the butcher 
He also said Wave recruitment 
jumped 117% in four weeks of rad 
campaigning; that 43,000 wome 
had replied to a three-week studer 
nurse effort; that 20,000 ex-seams 
were brought back to the merchant 
| fleet after a radio campaign. 

Elmer Davis, director of OWI, ad- 
dressed this session briefly. Othe 
OWI personnel participating wer 
Merritt W. Barnum, deputy chief 
charge of the New York office; W 
liam Fairbanks, chief of the alloca- 
tions division; Jack Mullen 
chief, and John Hymes, station rela- 
tions chief. The WAC radio com- 
mittee is headed by Heagen Bayle 
of Ruthrauff & Ryan. 


Pro-phy-lac-tic 
Launches Drive 
in Middle West 


Florence, Mass., Oct. 27.—1 
izing its copy to appeal to ! 
in a particular area, Pro-phy-! 
Brush Company has _ launcl 
intensive newspaper campaig! 
the Midwest in addition to its reg 
ular advertising for Pro-phy- 
tooth brushes. 

Insertions of 600 lines are 
ing once a week until the end 
year in newspapers of Cle 
Cincinnati, Detroit, India 
Chicago, Milwaukee, Minn 
| St. Paul, Des Moines and St 
with cooperative radio p! 
also being used in the Midw 
| The initial copy features a 
hunt” and pictures a bloodh 
the search. “We are looki! 
men and women in (the na 
the city) whose teeth are d 
from those in Boston and Sar 
cisco,” copy says, in large 
“Isn’t it strange,” copy cont 
“that in this city fewer pe 
of every hundred buy Pro-p! 
tic tooth brushes than folks 
East Coast or West?” 

Lambert & Feasley, New Y 
the agency. 


ceili 
‘Flaherty Buys Weekly 

E. T. Flaherty, manager 0! 
ltion KSCJ, Sioux City, Ia 
|bought the Union County H 
weekly newspaper published ¢ 
Point, S. D., from George 5 
who is entering the armed ! 
|Paul Wood will centinue as 
of the paper, and Mr. Flaherty 
retain his position with KSCJ 


‘Motor Carrier’ Moves 


Motor Carrier, Vancouver, 5 
has moved from 478 Seymou! St 
304 Shelly building, 119 W. Per® 
St. 


Cultivate the nation’s rich 
% BILLION DOLLAR 
POST-WAR PREMIUM MARKET 
Now through 


Business Promotion Magazi"® 


Advertising +» Publie Relations - 1528 Walnut Street, Philadelphia 
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Adver' 
| general counsel, American Merchant | it is against the grain of American 
|Marine Institute, advocated that| spirit to give one institution a mon- 
| American steamship lines engage in| opoly. There should be opportunity 
‘overseas air transportation, thus/|for all.” 


|gaining the same privileges and op-| The return of American merchant 
Trade greements portunities as foreign companies. | ships to normal trade routes as soon 
r | 


American interests should not be|as war conditions permit was also 


/handicapped, he said, pointing out) strongly urged by Mr. Burns. 
|that several maritime nations have Pointing out that Great Britain 
already made plans to permit their| has followed a similar policy since 
steamship companies to operate|the start of the war, he drew atten- | 
overseas airways. Consideration of|tion to the farsightedness of “our | 
Large W. 4 Export the differences between domestic | English brothers” who, even in their | 
and overseas airplane problems will|darkest days, maintained some of | 
Seen as Key to bring Congress to the point where | their important services, not always 
| it will declare the national policy, |on schedule but frequently with the 
Full Emp oyment Mr. Burns added. |same ships which had serviced the 


trade in normal times, thereby 
Z _ - ¥ Opposes Single Agency | caieaiiceaaee the slogan, “Britain 
New York, Oct. 26.—Unless co * ; - 
eration takes the place of dis- Having one agency run our post- | Delivers the Goods. 


war aviation is monopolistic and | 


mination and unfair trading prac- . o : 
g 4 contrary to the American tradition,” | 


c Asks Quick Action 
the postwar era, expanding 


tices | 


| States 


/money or goods or both; short term | 


57 


gram of the American Merchant|ments and therefore should offer 
Marine Institute and the United/inducements and guarantees which 
Chamber of Commerce, he | will make those risks worth taking. 
asked that a joint committee of| “The United States in the postwar 
Congress confer soon with all ele-| period will face a far greater de- 
ments of the industry and all gov- | mand for our goods than the sum 
ernment departments “so that here|total of the products which the 
at home differences may be elim-| world can, at that time, offer to us 
inated or considerably curtailed and|in exchange,” he said. “Therefore, 
a consistent national postwar policy|up to the point of balancing our 
be inaugurated.” |income from exports against what 

Joseph C. Rovenski, vice-presi-| we have to pay for our imports, the 
dent, Chase National Bank, New|problem is not one of money but 
York, listed general classifications of |one of practical choices as to which 
financial assistance to foreign coun- | things we need most and which sup- 
tries as: outright contributions in| plies of our own we can spare best.” 

He emphasized the need of main- 
taining a balance in the current ac- 
;count from year to year, calling 
jattention to a current theory that 
|after the war foreign markets will 
be needed to absorb surplus goods 


loans for the purpose of reviving | 
basic operations in trade and indus- 
try and strengthening monetary fa- 
cilities; long-term loans, more in the 
nature of capital investments, made 


Jd commerce cannot be main- he contended. “I do not believe Con-| After summarizing the recently | with a full realization that they in-|in order to keep American workers 
ria in maximum volume, nor|8ress will adopt such a program as|announced postwar shipping pro-!volve the risks of long-term invest- | busy. 
‘an private enterprise be fully se- 
sured in its freedom of action, 
fugene P. Thomas, chairman, Na- 


tonal Foreign Trade Council, 
ieclared here yesterday at the open- 
g general session of the organiza- 
tion’s annual three-day convention. | 
Hinting that international agree- | 
ments might be necessary concern- 
ing questions seriously affecting the | 
balance of trade, he said attention | 
must be given to the problem of 
raw materials or manufactured 
yroducts which could be used or | 
converted to use for future enemy 
ggression. He added that con- 
ered action also might be neces- | 
sary to prevent wide fluctuation in 
prices of raw materials and food- 
stuffs. 
If maximum employment is to be 
attained when the war ends, oppor- | 
tunities must be found for the ex- | 
rt of a large part of this country’s | 
peacetime products, Mr. Thomas de- 
Maximum industrial oper- 
tions and living standards will de- 
nd largely increased imports of 
supplies. Exchange of goods be-| 
tween countries, without national- 
istic restrictions, is a prerequisite 

full production and consumption, | 
ke contended. 


Need Capital, Skill 


rea 


Urgently needed American pri- 
ate capital and _ technical skill 
should be available to foreign coun- 
tries after the war, if guaranteed 
against confiscatory nationalistic 


legislation and not subject to com- 
etitive inter-government loans, Mr. 
Thomas advised. However, he| 
warned there should be no lending 

private or governmental — until | 
there are adequate assurances 
through governmental agreements 
for protection of United States’ for- 
eign investments in existing and/| 
new enterprises, 

ie ; , s0 | 

If countries seeking our financial | 
iid are to receive further substan- | 
tial benefits, the existing nationalis- 
te trend, restrictive of the opera- 
tons of American private 
investments in foreign, and espe- | 
cially Latin American countries, | 
must be abandoned,” he emphasized. | 
herwise American investors will 


t 
b 


T 


continue to view with indifference 
the purchase of foreign securities. 
The money of the taxpayers should 
hot be used to develop countries 
unwilling to cooperate. The im- 


proved economies of Latin Ameri- | 
ountries in default ought to/| 
enable an early resumption, or in- | 
rease, of their service on loans, and | 
tiation in some instances for the | 
readjustment of principle and inter- | 
proportion to the ability of | 


the debtor to pay.” 

a Many a brave man and true is found, under 
al ; ' modern scientific testing, to suffer from 
helease of private industry from ‘ : 

nt wartime controls. as soon claustrophobia (a morbid dread of confined 
tary demands permit, is es- places). He may well be a hero elsewhere— 
to world reconstruction, he , 


but not on a submarine. 

There a man may feel like a fellow fighting 
in a barrel, but he’s got to love it. Must have, 
too, the constitution of an arctic whale, the 
ingenuity of a small-town electrician—and 


Back 


i. Concurrently with setting 
civil administrative authori- 
reoccupied areas from which 
emy has been driven, prompt 
to their foreign properties by 
owners, in cooperation with 
med forces, would enable 
'o increase production for mil- | 
nd civilian use. 
lleling statements. recently | 
4y leading steamship execu- 
n this country, John J. Burns, 


oe | | 

a | 

‘ | 
Your best friend is another 
isinessman. He reads... 


Choose the 


SUBMARINE CREWS MUST HAVE ‘’UNDER-SEA’’ COURAGE 


withal be quick and deadly as a conger. No 
wonder our submarines are a growing terror 
to our enemies. 

International Mimeo Script and Interna- 
tional Duplicator Paper are “picked for the 
job” because they both give maximum speed 
production for duplicating work. Interna- 
tional Duplicator Paper is ideal for gelatine 
and spirit processes. They, too, can take it. 


the réttack with War Gouds 
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Aberle Hosiery 
Lists Competitors’ 
in New Copy 


| Democracy,” placed in the hosiery | 
|magazine and featuring sayings of | 


famous persons or quotations from 
classic literature. Lilting ballerinas 
| grace the copy, drawn by the Mc- 
|Cullough twins, Suzanne and Lu- 


| cerne, who have recently received | 


New York, Oct. 26.—When a/| much publicity in New York. 


manufacturer of a branded line of 
hosiery promotes brand names of 
competitors—that’s news! 

Featuring the unusual copy in 


which 11 leading brand names in| 
the hosiery nield are listed, Aberle, 


New York, maker of “stockings of 
sheer enduring beauty,” also quotes 
a selection of poetry by George 
Meredith describing the value of 


competition. The advertisement is | 


being placed in the November issue 
of Underwear & Hosiery Review. 


The advertisement is the third of | 
a series, entitled “Watchwords of 


businessmen than 


The campaign is scheduled for at 
least another three months, Joseph 
Quinlan, vice-president and adver- 
| tising manager of Aberle stated, but 
‘it may be extended indefinitely. 
“Our use of competitors’ names,” 
| Mr. Quinlan said, “springs from the 
fact there are today basic problems 
which confront all in the hosiery 
industry. We feel that the industry 
has been solidified during the war 
more than ever before.” 


©’Connell Appointed 


R. M. Jordan & Co., Providence, 
|manufacturer of costume jewelry, 
has appointed the R. T. O’Connell 
Company, New York, as its agency. 


Kurman to Consolidated 
Philip Kurman has joined Con- 


|solidated Advertising Agency, New 


any 2 other business magazines | York, in an executive capacity. For 


— 


Choose the 


Leader... 


SIN 
* is 


the past 15 years he has headed his 
own agency in San Francisco. 


R. C. Taylor, vice-president in 


byiton Taylor Named Director 


_ charge of manufacturing since 1940, 
i |has been elected a director of the 


American Can Company, New York. 


pare a ee 
A ip as a = 


NAMES COMPETITORS 


Aberlé’s ballerina invites your attention te 


WATCHWORDS OF DEMOCRACY 


COMPETITION 


Assured of worthiness we do not dread 


Competrtors, we rather give them bail 


And greeting in the lists where we may fail. 
Se that | dram the breath of finer atr, 
Station naught. mor footways laurel-strewn, 
Nor rivals toghtty belted for the race. | 
Good speed to them! My place is here or there; | 
My pride ix that among them I have place. 

And thus | keep thr: mstrument im tune 


Anternal Harmony by GEORGE MEREDITH 


This is third in the "Watchwords” series 
for Aberle hosiery. 


Philip to Gallaway 

Robert W. Philip, vice-president 
of the W. R. C. Smith Publishing 
Company and editor of Cotton, has 
resigned to join the Callaway Insti- 
tute, LaGrange, Ga., as president 
and executive director. 
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tor, recently took office as chair- 


Advertising Age, November | jg 


Getting Personal — 


John 8S. Williams, formerly acct. exec. with Newell-Emmett ¢, 
New York, and now a coxswain in the Coast Guard, has been ret 
to shore duty and assigned to handle national advertising conta 
the public relations dept. in New York City. . . 

Larry Everling, head of the Philadelphia ad agency beari:,; 
name, and pres. of the district coordinators for Wac recruiting, 
heard every Wednesday evening as special guest speaker on the \, 
Forge Caravan program heard over KYW, Phila. . . 

Jack Hammann, of the Blue’s network sales staff, has received 
that his son Bob, now at the Admiral Farragut Naval Academy. } 
been appointed a first alternate to the U. S. Naval Academy. 
West, who recently opened Blackett-Sample-Hummert’s Holl, 
office, had the deuce of a time getting an apt. and settled for 
quarters miles across town from his office. . . 

Milton Biow, head of the Biow agency, has been quite busy | 
hopping between New York and San Francisco getting the ag 
new coast branch shipshape. 
First prize, a $200 war bond, 
went to J. M. Pandres, ad megr. 
of Titche-Goettinger, Dallas, in 
Charm’s ad and display contest 
among stores throughout the 
country tying in with the publi- 
cation’s “On With the Job Issue.” 
Second prize, a $100 war bond, 
was awarded to John W. Cory, ad 
mgr. of John A. Brown Co., Ok- 
lahoma City. 

John W. Darr, exec. v.p. of the 
Institute of Public Relations, 
spoke on “How to Mold Good 
Public Relations” before the Ad- 
vertising & Selling Course con- 
ducted by the Ad Club of N. Y. 
on Oct. 26. .. 

Chas. H. Crutchfield, WBT 
(Charlotte, N. C.) program direc- 


late 
ICy’s 


SANTA TO SERVICE MEN 


man of the public relations panel ee P 

of the western North Carolina er a ere: ee Ste- 

disteiet of the GRA vation! tion KMOX, St. Louis, looks over some of 
‘ dd e rationing the Christmas packages being sent to 


board. .. G. Herbert McCracken, 
v.p. and ad director of Scholastic 
Magazines, New York, and for 
many years a coach at Lafayette 
College, is devoting his weekends 


boys overseas who have no relatives to 
play Santa Claus for them. Venida Jones 
left, prime mover in the project, con. 
ducts a program of community singing 
by an audience of service men. 


| 


TAP TTB 


POPULA 


If you make products used in industry—or pre- 
pare advertising for such products—you have 
to “sell” a triple market. You have a story to tell 
to executive managers, to shop foremen, and to 
skilled workmen who use your products in their 


work. 
ee ee 


There is one publication that covers America’s diver- 
sified industrial field like a tent. It is Popular Mechanics 
Magazine. 


Well over half its readers influence purchases of ma- 
chinery, tools, supplies and materials by the firms with 
which they are connected. These men are executives, 


foremen and skilled workers. 


Every month more advertisers use Popular Mechanics 
to cover American industry—to give them mass circula- 
tion within the businesses that are prospects for their 


products or services. 


And they are buying this mass influence in industry’s 
broad field for less than a dollar and a quarter per page 


per thousand. Are you? 


200 East Ontario Street, Chicago - New York - Detroit - Columbus 
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this fall to scouting the Navy ———— . = 
football team for the Army. ‘ 

Leonard Dreyfus, pres. of United Advertising Corp. and for nearly 
two years state defense director of New Jersey, has resigned the 
defense post. He will remain in office until expiration of the term in 
January at the request of Gov. Chas. Edison. Mr. Dreyfus’ resignation 
is due to pressure of business within his own agency. . . 

Chas. E. Rochester, v.p. and managing director of New York’s Hotel 
Lexington, has been elected commander of Advertising Men’s Post 209 
of the American Legion. . . Stanley Resor, pres. of JWT, has been 
elected to serve on the board of directors of the Ad Club of New York, 
filling out the term of I. S. Randall, who has moved from the metro- 
polis. .. Max L. Young, head of the New York chain of Young's hat 
stores, sorely decries the rude, surly, indifferent attitude toward cus- 
tomers shown by today’s mass of retail employes—especially in restau- 
rants. He says retail management should attempt to educate its green 
help in proper customer relations. . . 

KSTP hunters who hit for rural Minnesota on opening day to see 
about getting some pheasants were Stanley E. Hubbard, pres.; Ray C. 
Jenkins, sales manager; Sam L. Levitan, sales promotion manager; 
Harry Aspleaf, farm service director; C. E. Stevens, acct. exec.; and 
Hugh Stevenson of the McCann-Erickson agency in Minneapolis. 

Ed Noble, mgr. of the commercial research department of RCA Vic- 
tor, is a research man with an unusually broad background of experi- 
ence in the radio and phonograph business. He held top sales for 
production jobs with RCA before turning his attention to research. 
Incidentally, the RCA commercial research dept., located in Chicago 
since it was organized three years ago, will shortly transfer its activi- 
ties to Princeton, N. J... 

Lewis S. Gordon, v.p. of the Citizens & Southern National Bank, 
Atlanta, and newly-elected pres. of the Financial Advertisers Assoc., 
had a good chance to air his views on freedom of the press at the 
FAA meeting in Chicago. He protested vigorously when an 
Army officer seized the films from cameras of news men who had taken 
pictures of Mrs. Eddie Rickenbacker at the Edgewater Beach Hotel 
The pictures were retaken. . 

Alexander Thomson Jr., v.p. of the Champion Paper & Fibre ‘ 
Hamilton, O., who enlisted for foreign service in the American !'ed 
Cross early this year, has returned to this country, having complet 
special assignment In the Middle East. He is resuming his old adv«'- 
tising and sales promotion duties for Champion... 

Kirk Fox, editor of Successful Farming, was awarded the Ameri 
Farmer degree at the annual convention of the Future Farmers 
America in Kansas City for outstanding agricultural work. . . J. H. 
Lackey and his brother, T. L. Lackey, Chicago representatives © 
Southern Lumberman and Pacific Factory, get out a mimeogra} 
monthly called ‘“Lackey-Major Family Bulletin,” listing the name 
boys and girls in the family who are in the services, and recoun' 
news from them and various family branches, which they send t 
members of their clan in the armed forces. . . 

Mrs. Robert P. Scripps, widow of the publisher, was married 
cently at Minden, Nev., to W. W. Hawkins, chairman of the b: 
of Scripps-Howard Newspapers. . . 

For the second time in two months Wm, S. Paley, president of C! 
now on an overseas assignment for the OWI, and Edmund A. Cheste’, 
director of CBS Latin American relations, were honored by a Lat 
American nation. In the absence of Mr. Paley, the Order of Crist 
Colon, highest civilian decoration of the Dominican Republic, was 
cepted by Mr. Chester for himself and his boss. Bestowed by pre 
dential decree of Generalissimo Rafael L. Trujillo, the cross of 
order with the rank of commander went to Mr. Paley, and the rank 
officer to Mr. Chester... 

Active in publicizing the blood donor service and a regular blo 
donor himself, Clarence W. Van Beynum, publicity mgr. of the Travé 
ers Insurance Co., Hartford, has been appointed vice-chairman of t! 
Hartford Red Cross blood donor service committee. . 
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‘eagram Acquires 


rankfort Whisky 
or $43 Million 


Louis ille, Oct. 


Corporation - Seagrams, 
_Can., acquired such 
\,-advertised trade names as 
nes, Four Roses and Mat- 


aA Moore with the purchase | 


virtually all the stock of 
snkfort Distillers for $43,000,000. 


lic and explaining shortages. 


| 


26.—Joseph_ E.|Crown (Warwick & Legler), Sea-|these brands is White, Lowell & 
gram & Sons and Calvert Dis-| gram’s V. O. (Roy S. Durstine, Inc.), 
ers yrporation, subsidiaries of| with export advertising handled by 


59 


,; discuss how electronic apparatus 
converts A-C to D-C; controls speed 
of motors; matches colors; measures, 
times, inspects and counts, and how 
high-speed resistance welding has 


How Electronics 
Assist Industry —_| gp mace possivie by electronics, 


Bridgeport, Conn., Oct. 27.—Spe-|G-E electronics era educational 
Owen, New York. cific examples of how industrial | campaign. 
— a RRR electronics are speeding war - vital 
Irwin Vladimir & Co. i i processes in a wide variety of plants 

The Calvert subsidiary ree | ¥. Ryden Joins al from | @re being featured in the latest 
Calvert Special and Calvert Reserve | the 1 yee alee 8 bs | series of full-page two-color adver- 

. re |the art department of Pedlar &| (0 3 test age 

(Lennen & Mitchell) and Old Drum Ryan, New York, to join the art tisements by General Electric Com- 
(Geyer, Cornell & Newell). Other devartment of Hill Advertising pany in Business Week, Fortune and 
brands of this subsidiary are Lord | New York , *| United States News. 


ing its brand names before the pub-| such familiar names as White Horse 
|Scotch, El Bart gin, Cointreau 

Acquisition of the Frankfort| liqueurs, Remy Martin brandy, 
brands swells the long list of well-| Piper Heidsieck champagne, Wilson 
known whiskies controlled by Sea-| That’s All whisky, Hunter Balti- 
gram and its_ subsidiaries. The|more rye and Hunter Kentucky 
parent company markets 5 and 7| bourbon. The agency listed for 


G-E Series Shows 


Hahn Agency Moves 

Marvin Hahn, Advertising, De- 
troit, has moved to larger quarters 
in the Boulevard building, 7310 
Woodward Ave. The telephone re- 
|}mains Madison 3854. 


nk ' Calvert and Calvert’s London Dry | The current advertisement, cap- Bi: 
spou: 400,000 barrels of aging} gin. . 'tioned “Some of these Army beans . 
vicky will thus accrue to the Sea- The Carstairs Division of Calvert Joins Sales Staff |are in trouble,” shows how elec- Joins Doremus Staff 
m o: ganization, whose whisky-|is responsible for Carstair’s White| Lester J. Mallets, formerly of the| tronic eyes and fingers sort some| Murray W. Randall has joined the 
king processes have long since| Seal (Lennen & Mitchell). |media department of Foote, Cone} 80,000 beans a day in a Michigan) financial advertising department of 
sep converted to production of war | Browne Vintners Company Divi-|& Belding, New York, has joined) plant, weeding out and discarding| Doremus & Co., New York. He was 
ol for military requirements. | sion of Seagram carries a diversified | the sales staff of Guide Magazines, | spotted ones. formerly with the Chase National 
fhe purchase price is said to rep-| line of scotch, gin, brandy, etc., with! New York. ' Subsequent advertisements will| Bank of New York. 


»cent $33.50 a share cash to Frank- 
stockhelders plus a_ probable 
ire when inventories have 


| 


| 


| 
| 


en verified. Fidelity & Columbia 
yst Company, executor for the 
tate of the late Lawrence Jones, 
der of 166,816 shares, said in its 
stition Which received court ap- 
val. that its motive to sell was 
unusual and unexpected valua- 
n created for Frankfort stock by 
rtime conditions. 
The sale removes one of the few 
‘ic important distillery units which 
in competition with the “big| 
e.”” Those of any significance 


#]| remaining are Taylor & Wil- 
James B. Beam Distillery, 
Brown - Foreman Distillers Cor- 
ation, Stitzel- Weller Distillery, 
terfill & Frazier and Glenmore 


ms 


stilleries. 
Through Young ®& Rubicam, 
nkfort ha. _vss Tunning con- 


sent advertising campaigns with 


r emphasis on Four Roses and | 


ul Jones. Other 
ncluded in the sale to Sea- 

m are Mattingly & Moore, Old 

er and Old Oscar Pepper, and 

resh, a deodorant. 

year Frankfort spent about 


T ‘ 
MaAadt 


established | 


500,000 in magazines and $700,000 | 


newspapers, and has been active 
ivertising-wise this year in keep- 


WE’ CATCHERS 


REE PROOFS! 


I-MEN READ THIS! 


Here is one sure way to 
increase the pull of your 
Promotions. 


about the unique EYE* 
{ER $5-a-month membership 
like it anywhere. 100 
ew, timely promotion photos 
y month. 10,000 additional 
illable to subscribers at no 

Big MONEY SAVER! 

SOLVER! Lightning 


The world’s biggest 
national advertisers are 
HER members. Glossy 


its—same price. Send the 


\ 
‘) 


CA’ CHERS, INC. 
i) SMERS, INC. MAIL THIS NOW 
us FRE E proofbooks and 
r $5 a month membership plan 
t obligate us in any way. 
“ F. Ss 
ee 


The chicken and dumplings are on the stove and the turnip greens 
are stewing — the Southland is ready for company now. Yes, ready 
for the company of new products that are on their way to win the 
rapidly growing multi-billion dollar market that is part and parcel 
of today’s new South. New wealth is pouring forth from thousands 
of permanent new industries throughout the Southland and from 
millions of acres of rich farmlands . . . billions that will fill the pot 
to overflowing for the company that goes out now to win the new 
Southern market. Good will, acceptance and friendship that will 
spell sales, both immediate and postwar, can be won.now if you hit 
the Southland hard with Holland’s — the magazine of today’s new 
South. Holland’s Magazine reaches into the friendly heart of more 
than one-half million of the Southland’s “best family” homes — 
homes that have money to spend and are ready to buy new cars, 
new refrigerators, new clothes, new foods, new drugs, and every 
kind of accessory and necessity for the home and family! 


TODAY’S NEW SOUTH Leads America 


Department store sales, chain store sales, population trends and a multitude 
of accepted indices point Southward today. Fourteen of the twenty-one markets 
throughout America registering the greatest population increase since 1940 are 
in Holland’s South. For example, Birmingham has grown more than Chicago— 
and today the Southward flow of people with money is growing even faster. 


te A good old Southern phrase 
that means get out the feed 
bag and put on the best bib 
and tucker. 


HOLLAND’S Leads in Today’s NEW SOUTH 


@ In the South there is 48 per cent 
more reader interest in your ad in 


@ 72 per cent of Holland’s readers 
own their own homes. 


Holland’s than in leading national 


ae . a ' 
magazines. @ 78 per cent of Holland’s readers 


®@ Holland’s Magazine is devoted to live in single family dwellings. 
Southern homes and more than 
one-half million Southern families 


are devoted to Holland’s. 


@ 88 per cent of Holland’s families 
have children. 


Test Today‘s 
New South 
with Holland‘s 


@ 78 per cent of the entire family in the new 
South read Holland’s (4.2 readers per copy). 


*JIn proportion to circulation, ac 


L. M. Clark Reader Intere 


crf rding 
t Survey. 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 75 EAST WACKER DRIVE, CHICAGO 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 
West Coost Representatives. SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 


GARFIELD BUILDING, LOS ANGELES 


DALLAS 
TEXAS 
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Statement in Ad 
by Cleric Said 
to Set Precedent 


New York, Oct. 27.—Said to be 
the first time in history that a high- 
ranking member of the Catholic 
church has permitted a signed state- 
ment to appear in an advertisement, 
the latest four-color spread in the 
Pan American Airways “Forum of 
the Future” campaign 
a statement over the 
the Most Rev. Samuel 
Archbishop of Chicago. 

The statement presents 


signature of 
A. Stritch, 
a 


essentials of a lasting peace, drawn 
up by Archbishop Stritch, who is 
chairman of the Bishop’s Committee 


will feature | 


five- | 
point postwar program outlining the | 


NOTICE 
ADVERTISING AGENCIES 


National advertising manager of 
large newspaper seeks permanent con- 
nection with reputable advertising 


agency. 
DRAFT EXEMPT 


Young — Versatile — 10 years 
advertising, contact experience. 
Excellent references. 

Resume upon request, and all in- 
quiries held in strict confidence. 
Box 4394, Advertising Age 

Chicago 


100 E. Ohio St., 


on the Pope’s Peace Plan. 

The advertisement, appearing 
the Nov. 1 Life and the November 
Extension Magazine, winds up the 
1943 schedule of the Pan American | 


| 


Airways campaign, launched in 
| September, 1942. Since then, 11 in-| 
sertions in all have appeared, in| 
|which the Archbishop of Chicago 
}and ten other leaders of world} 
| thought have expressed their views. 

Other magazines used for the| 


campaign were Collier’s, The Satur- 
day Evening Post, Time and United 
States News. Newspapers have also 
been employed at times. 

J. Walter Thompson Company is 
the agency 


Miss Vorsanger to P&F 

Vivian Vorsanger, formerly direc- 
tor of publicity for St. Georges & 
Keyes, has joined Pettingell & Fen- 
ton, New York, as director of pub- 
|licity and public relations. In addi- 
jtion to handling publicity 
jagency’s clients, Miss 
| will direct a campaign, soon to be 
|launched by Household Chemists, 
|Pettingell & Fenton affiliate, 
| Shyn- O-W ay, i a new product. 


King Starts Bureau 
E. Clarke King, Dayton newspaper 
man, has opened his own publicity 


n!Hillman Offers 
New Circulation 


Guarantee in ‘44 


New York, Oct. 27.—An increase | 
in the circulation guarantee of the 
Hillman Women’s Group, with no 
increase in rates, has been an- 
nounced by Hillman Periodicals, co- 
incidental with the news that it is 
eliminating a fourth member of the 
group to reserve the available paper 


supply for the three larger publica- | 


| tions, Movieland, Real Story and 
Real Romances. Effective with the 
December issue, Real Confessions 


of the| 
Vorsanger | 


for | 
°F | tive with the June, 1944 issue. While 


bureau, Publicity Associates, at 219 | 
Talbott building, Dayton 2. In ad- 
|dition to publicity, the new organi- 


|zation will handle public relations, 


house organs, business paper report- 
ing, feature articles and_ radio 
scripts. 


will be discontinued. 

Citing rising newsstand sales, the 
announcement revealed a boost in 
the group circulation guarantee to 
1,100,000 ABC for 1944. The rate 
per page per thousand will be re- 
duced to $1.50. 

Movieland, in which advertising 
also is sold separately, will have its 
own circulation guarantee raised 
from 200,000 to 400,000 ABC effec- 


the increase in circulation guaran- 
tee for the Women’s Group carries 
no rate increase, Movieland will 
have a rate increase based upon 
higher circulation. 


Names Wildrick & & Miller 


Wildrick & Miller, New York, has 
been appointed to handle the ac- 


count of the Structural Clay Prod- | 


ucts Institute, Washington, D. C. 


THE MARKET. 

free-spending as always...and 
with radio listenership greater 
than in almost any other major 


market in the country ! 


THE AUDIENCE . 
, 
ontananre i 
ing 8 | latest Hooper 


tuning V4, and more to 


ean deliver 


. responsive, 


. and, accord- 


all 3 


rich, hustling, 


ratings. 


show" 
reports, 


WCAE! 


Fhe KATZ AGENCY 


PITTSBURGH 


MARKET 
AUDIENCE 
AVAILABILITIES 


THE AVAILABILITIES 


first- 


class times are still open in 
periods with high audience 
The all-afternoon Tune 
Factory program, for example, 
can offer availabilities with 
ratings equal to the best''script 


competition. 


Better phone or wire today! 


New York * Chicogo 
Detroit « Atlonta 
Konsos City « Dollas 


Son Francisco 


“1250 K. ¢—s000 wa 


Advertising Age, November 194) 


The rates for this department 
“Positions Wanted,” 
tatives Available,” 
cash with order. 
rates): 


All 


The Advertising Market Place 


“Representatives Wanted,” 
30 cents a line, 


and “Represe; 
minimum charge $1. Tern 
other classifications (single insertio 


% in., $2.75; 1 to 3 in., $4.75 per inch. 


— 


are as follows: “Help Wanted 


REPRESENTATIVE WANTED | 
Well known New York picture serv vice | 
specializing in oldtime industrial il- | 
lustrations for use in advertising 
campaigns wishes to appoint repre- 
sentatives in larger cities, Cleveland, 
Philadelphia, Pittsburgh and West} 
Coast. Unusual non-competitive ma- 
|terial profitable for advertising repre- | 
sentative with wide connections. 

Box 4393, ADVERTISING AGE 
W. 42nd St., New York City, 18] 


REPRESENTATIVE AVAILABL E | 
PUBLISHER’S REPRESENT ATIVE 4 


Experienced, successful space sale | 
man interested in representing ‘trade 
or industrial publication in New York 


Capable; | 
draft 
public a- 
Will | 
good | 
part 
office 
Top- 


seaboard states. 
good contacts; 


and eastern 
conscientious; 
exempt. 12 years with one 

tion. Good reason for change 
only consider publication with 
potential possibilities; full or 
time. Can maintain New York 
if necessary to service accounts, 
notch references. 

tox 4389,. ADVERTISING 
W. 42nd St. New York 


POSITIONS WANTED 
SEASONED ADV. PRODUCTION MAN | 


AGE 
330 City, 18 


iselling by local route men 
grocers is looking for a top: 
vertising executive. Must h 


ing publication in professio 
| Must know advertising, me: 
ling, distribution, et« Succe 
lord essential—experience ir 
lor dental fields desirable. | 
starting salary and future } 
New York headquarters. 
Box 4384, ADVERTISING AGE 
100 E. Ohio St., Chicag: 
POSITIONS OPEN 
We specialize in advertising 


HELP WANTED 
SUCCESSFUL FOOD CONC; RN 


background of 
company and 


experience \V 
advertising 


Limited amount of travelin;s St 

age, experience, salary 

when available. Replies co ne 
Box 4387, ADVERTISING (HI 

330 W. i2nd New York ; 


St., 


w ANTED: salesman 


Space 


jnel, male and female. Positi 
available with advertisers 

lpublishers and in radio, Tra 
confidential. No registratio: 


FRED MASTERSON 


Available. Agency exp’d. All phases. Sinclair Masterson Personne! 
Age: 36, married—draft exempt. (310 S, Michigam Avenue, Chicago, I 
Box 4391, ADVERTISING AGE ie 
100 E. Ohio St., Chicago, 11 | AN OPPORTI NITY 
Advertising Salesman—New York ter- For Experienced, Aggressive 
ritory. Magazine, trade journal, com- | Advertising Manager 
mercial experience, contacts, Al sales|Here is a position created 
record: draft exempt.; references leancy in the executive person: 
30x 375, ADVERTISING AGE lmidwest food manufacturer 
/330 W. 42nd St., New York City, 18 |established national distribut 
€ OPYWRITER;: young woman, 6 yrs. |The man selected will be re 
N. Y. and Chi. retail and gen’l. agey. | for planning and supervising 
exp., av: rilab le to Chi ascy; Smooth, | of national advertising progr 
forceful “writing salesm: coordinatine this work with 
Box 4392, ADVE RTISING AGE partment plans 
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Institutional Copy Plan Mich. Food Drive 
‘ The Michigan Food Council 
by Esso Cited fourth annual meeting at L ng 
endorsed a $50,000 state-w! 
b Ad B vertising campaign to prom 
y ureau food industry. Under the p! 
New York. Oct. 27.—How indus- plan growers, manufacturers 


try’s advertising can simultaneously 
support the war effort and build 
public good will for postwar years 


is shown in an “Advertising Facts 
folder, based on the current Esso 
institutional campaign, issued today 


by the ANPA Bureau of Advertis- 
ing. 


The Esso institutional advertise- 


essors and distributors woul 
tribute toward the advertising 


Shun Buys Out Partner 
Ivan N. Shun, president of / 
tising Counselors, Phoenix, 
has bought the interest of Ge! 
Arnold in the agency, thus ass : 
complete ownership Dona 


ments, placed in aPOES ximately 700 Phillips has been named art- 
newspapers in 18 states and the tion director, the position for 

| District of Columbia by the St a. filled by Mr. Arnold. 

ard Oil Company of New Jersey 7 ed : 

and its associated companies, have ° 

been aimed to mobilize the public Brown Appointed 

bel the government's war pro- Wallace K. Brown, formerly 
gram and to explain what free en-/| presi dent in charge of procurt 
terprise means to the American way for Crocker-Wheeler Electri [fg 
f life. The Esso advertisement | Company, Asmpere. N. J.. ha . 
entitled “Look < up they need appointed manager of New 
your help!” rankec d second best of district sales of the Crocker-W 

all national instituti nal advertise-/division of Joshua Hendy 
ments from point of readership in a| Works. 

survey by The Continuing Study of —— 
Tawenaner Reading 

er E. Miller, Esco advertising and | Named Donnelley V. P. 
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ANPA Head Says 
Dailies Will Aid 


in Paper Salvage 


(Continued from Page 1) 


cooperate with a carefully inte- 
crated plan to increase the collection 
of waste paper,” Mr. Noyes asserted. 
“J further believe that other users 
of paper and all mills should and 
would cooperate. But I call your 
attention to the fact that any such 
slan should be most carefully 
vorked out before any concerted 
effort is made or a program placed 
in operation. 


Fear Another Flop 


“You know of the support given 
by the newspapers generally to the 
érst waste paper drive more than a 
year ago. This drive was a tragedy 
n some respects because it was not 
properly organized and large 
amounts of paper were made avail- 
able but were not collected and did 
not reach the mills. Much of it was 
burned and some dumped to avoid 
fre hazard. The bottom dropped 
out of the market as soon as a large 
tonnage was available. Household- 
rs and others who had conscien- 
tiously and patriotically cooperated 
became confused and discouraged 
when they realized that their efforts 
and contributions were not resulting 
n the announced purpose of the 
arive. 

“A few weeks ago the American 
Newspaper Publishers Association 
rought to the attention of publish- 

the present waste paper drive 

} WPB regional basis. The 
ANPA wants to help in every way 
possible, but naturally no drive 
ould be conducted on a hit or miss 


“The newsprint shortage and the 
general paper shortage is no myth. 
It is an acute actuality and a serious 
ne. Waste paper can and should 
properly play a part in helping to 
relieve the shortage. It cannot be 
the element which tips the balance 
scarcity to abundance, but it 
of immeasurable benefit. 

“However, I caution against the 
nationwide drive until such time as 

ts aspects have been explored 

y the proper representatives of the | 
Var Production Board, representa- | 


n He 


tives of the waste paper collection | 
business, representatives of the mills | 
consuming waste paper, and the) 
pers themselves. | 
quicker the facts are ex- 


ed, the better off everyone will 


Door Wide Open 


Mr. Noyes’ statement left the door 
ide open for concrete proposals by | 
he waste paper consuming and col- | 
fecting industries, and it seemed | 
kely that such proposals would be | 
ming quickly. Members of 
ndustry recognize the necessity 
uring all cooperating interests 

t paper which is collected now 
nd will be used, but point out 

the experience of the early sal- 

vage campaign is no longer applica- 
oie. At the time that campaign was 
run, they say, we had just entered 
‘he war, no one realized the demands 
hich would be made on the paper 
try, and many normal peace- 
uses of paper had just been 


e War Production Board now 
gnized the prime necessity 
reasing the flow of waste, and | 
erating wholeheartedly with | 
iustry, they point out. Paper | 
nave agreed to pay ceiling 
tor waste until Feb. 15, which 
red to be the equivalent of 
teeing to purchase all sup- 
ide available to them. Fur- 
re, say trade sources, the 
e of raw material in paper- | 
nd container mills is now so 
t any conceivable collection 
€ within the next few months 
t possibly be large enough 
mills to build up their in- 
to normal levels. 
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rsatile copy man used to 
ty is wanted by this 4-A 
ney located in Baltimore 
bly a man with mail or 
r with tool and machinery 
nee. Salary under £100 
irself in l-page letter t 
Van Sant, Van Sant, Dug 
& Company, In Court 
Building, Baltimore, Md 


Morse a Consultant 


John H. Morse of Arthur Kudner, 
Inc., New York, has been named a 
consultant to the Department of 
Commerce, working with Depart- 
ment publications, advertising and 
distribution problems. Mr. Morse 
was chief of the division of com- 
mercial and economic information 
in the Bureau of Foreign and Do- 
mestic Commerce in 1941 and 1942. 


Radio Men Elect North 


Jack North of Aubrey, Moore & 
Wallace has been elected president 
of the Chicago Radio Management 
Club. Other officers are: vice-presi- 
dent, Harlow Roberts, Goodkind, 
Joice & Morgan; secretary, Harry 
Gilman, Erwin, Wasey & Co.; and 
treasurer, Dave Dole, Henri, Hurst 
& McDonald. 


ft a 


Curtis Shifts Men 
as ‘Country Gent,’ 
‘Post’ Get Manager 


Philadelphia, Oct. 28. — Curtis 
Publishing Company today an- 
nounced the following appointments 
in the advertising department or- 
ganization of The Saturday Evening 
Post and Country Gentleman: 

Arthur W. Kohler, manager of the 
New York office, becomes manager 
of The Saturday Evening Post, and 
S. Y. Edgerton, head of the Post 
sales organization in Cleveland, be- 
comes sales manager; Charles C. 
Rees, sales promotion manager of 
Country Gentleman, becomes man- 
ager of that publication and C. W. 


man sales organization in Chicago, | 
becomes sales manager. 

These appointments correspond to 
those made some weeks ago on the 
Ladies’ Home Journal when Richard 
Ziesing Jr. and Ralph C. Ackerman 
were made manager and sales man- 
ager respectively. At that time Fred 
A. Healy, vice-president and adver- 
tising director of the Curtis Pub- 
lishing Company, outlined the 
duties of these new positions: 

“The manager will be in com- 
plete charge of coordinating the 
publication’s overall program. He 
will sit with the editorial, circula- 
tion and manufacturing departments 
and with other company officers and 
participate in discussions of each 
department’s plans as they pertain 
to advertising sales. The position 
was created to provide a direct line 
from the management of each pub- 
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advertising sales staff. The sales 
manager operating under the man- 
ager will be in complete charge of 
the sales policies of the magazine 
as they relate to advertising. He 
will operate under company and 
publication policy but he has full 
authority within those limits to 
interpret these policies for the pub- 
lication’s entire staff.” 
Appointments made to fill vacan- 
cies created by the foregoing are 
as follows: James C. Snead, head 
of the Country Gentleman sales in 
New York, becomes manager of the 
New York office and Charles C. 
Fickle becomes head of the Country 
Gentleman sales organization there. 
J. L. Naylor becomes head of Post 
sales in Cleveland, E. G. Chase, of 
the Country Gentleman sales organ- 
ization in Chicago, and Ralph Tabor, 


Toel, head of the Country Gentle-|lication to every member of the|of the Post organization in Boston. 
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golden opportunities and postwar 
; a potentialities 
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Tells U. §. Agencies 
fo Steer Clear of 
Grade Labeling 


Washington, D. C., Oct. 28.—Fed- 
eral agencies were advised by the 
Boren committee today to refrain 
from any further experiments in 
grade labeling. 

In an interim report on its hear- 
ings on OPA standardization pro- 
grams conducted last spring, the 
committee declared its studies had 
failed to disclose any evidence that 
mandatory grade labeling of proc- 
essed foods would further the war 
effort or be in the public interest. 

Although most of the report was 
directed against policies of the Hen- 
derson administration of OPA, the 
committee noted that OPA had re- 
cently adopted an interpretation of 
the anti-grade labeling legislation 
which could lead to revival of com- 
pulsory grading of canned goods. 


Clarification Asked 


Quoting from an OPA press re- 
lease which stated the agency’s be- 
lief that it could still impose com- 
pulsory grading when “no practical 
alternative exists,” the committee 
suggested that Congress clarify the 


Taft amendment so that there might 
be no misinterpretation. 

The report covered hearings on 
the knitted underwear, hosiery and 
|food regulations, asserting that 
“OPA has been guilty of bad ad- 
ministration in not consulting people 
in the industries involved, of en- 
|forcing questionable policies, and 
attempting to revolutionize the 
country’s economics, and of wield- 
ing autocratic power that would 
wipe out the small business man.” 

Although Chester Bowles, cur- 
rently nominated as director of 
OPA, has expressed some sympathy 
for the Canadian price control sys- 
tem involving grade labeling, none 
of the pricing regulations adopted 
under his administration have indi- 
cated a return to the grading sys- 
tem. OPA regulations have been 
revised to require that the grade be 
marked on the shipping invoice, but 


restrictions will be relaxed shortly. 
Nevertheless, grade labeling ad- 
vocates are still present within the 
OPA organization, and consumer 
pressure continues to demand some 
means of tying price to grade. 


Public’s Protection Questionable 


The Boren committee, however, 
declared that testimony submitted 
at its hearings had failed to sub- 
stantiate “that mandatory grade 
labeling would afford the consum- 
ing public better quality protection 
than the present system of inform- 
ative labeling of canned goods.” 


it is understood that some of these | 


“As far as the protection of good 
quality is concerned,” the report 
said, “it would appear that the cur- 
rent wide use of nationally adver- 
tised food brand names offers a far 
more effective protection than a 
system of mandatory grades.” The 
committee said grave fears has been 
expressed that grade labeling would 
result in lower quality pack, be- 
cause no provisions were made for 
super-quality products. 

“As now handled under the Agri- 
cultural Marketing Administration 
system,” the committee said, “the 
selection of characteristics for 
grading is highly arbitrary and 
many important characteristics are 
entirely excluded from the point- 
scoring system.” 

The committee is currently de- 
voting its effort to the newsprint 
shortage. 


Cuts Help Wanted 


Because of the newsprint short- 
age, the Omaha World-Herald has 
announced a limitation of one inch 
on all help wanted advertising using 
display type, and of three inches 
on such advertising set in solid 


| agate. 


Goebel to Livingston 

Richard E. Goebel, formerly ad- 
vertising manager of Langendorf 
United Bakeries, has joined Leon 
Livingston Advertising Agency, San 
Francisco, as an account and mer- 
chandising executive. 
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counties also is very high, 


ceeded 100,000. 


ropolitan Population 


102,582 


The Sioux City Journal and Journal-Tribune have 
a 100% coverage of this densely populated zone 
to which the delivery of ration book No. 2 ex- 


Outside the metropolitan area The Journal and 
Journal-Tribune coverage of the 12 surrounding 
ranging between 40 and 75 per cent. Geographi- 


cal and business center of America’s richest farming country, Sioux City is 
strategically located at the very heart of the nation’s bread basket. At this 
junction of four of the nation’s wealthiest agricultural states The Sioux City 
Journal and Journal-Tribune go forth on the basis of accepted reader ap- 


*This does not inclade men in 
the armed services or soldiers 
stationed at the Sioux City 
Alr Base. 


MORNING—EVENING— 
The JOURNAL-TRIBUNE 


proval—a concentrated four-state territorial extension of coverage. 


Bank Clearings (first seven months, 1943), up 20°; 
Grain Receipts (first seven months, 1943), up 59°; 


GENERAL ADVERTISING REPRESENTATIVES 


es 


NOEE, ROTHENBURG & JANN, 
INC 


NEW YORK — CHICACO DETROIT 
ATLANTA — SAN FRANCISCO 


and 


SUNDAY 


PUBLISHING COMPANY 


Madison Dairies 
Put New Spread, 
Dyne, on Sale 


Madison, Wis., Oct. 28.—Packag- 
ing proved the biggest stumbling 
block this week to introduction of a 
new ration-free dairy spread—Dyne 
—now being produced by Madison’s 
three dairies under license from the 
Wisconsin Alumni Research Founda- 
tion. 

Plans have been made to start 
the sale of Dyne in other territories, 
and a newspaper advertising cam- 
paign is ready to launch, but the 
Foundation said no prediction as to 
the time of national sales is possible 
because of the milk limitation order 
and the difficulty of getting paraffin- 
processed packages. 

The new spread contains cream, 
milk, cultured buttermilk, lactic 
acid, flavor derived from cultured 
buttermilk, salt, and vitamins A and 
D (A domestic monopoly on vitamin 
D was charged against the Founda- 
tion by federal officials last week, as 
reported in ADVERTISING AGE, Oct. 
25). It is said to be creamier than 
butter, and has a milk color, but the 
Foundation stresses the fact that it 
is not intended as a butter substi- 
tute. 


With special dispensation of the 
| Wisconsin legislature, which passed 
a law permitting its sale without 
being subject to the state’s mar- 
garine tax, Dyne was described by 
the newspapers so successfully that 
housewives beseiged the papers and 
dairies with questions about its 
fortcoming sale. 

Milk bottle hangers and booklets 
are now being printed and may be 
used by the franchised dairies to ex- 
tend sales after the initial rush is 
taken care of. 
| Explaining that packaging had 
|been the most difficult problem, 
dairy spokesmen said the product 
will be merchandised in cream, sour 
cream and fruit drink bottles. These 
aren’t the ideal packages, since the 
housewife has to spoon out the con- 
tents. 

The Foundation controls use of 
the trademark and process by grant- 
ing a franchise to make Dyne, send- 
ing representatives to the dairy to 
teach the technique of making it, 
and checking up on the quality of 
the product. 


Arthur Towell, Inc., Madison 
agency, handles the Foundation 
account. 


New Soybean Drive 
Begun in Washington 

I. F. Laucks, Inc., has begun pro- 
motion of a new soybean product, 
Lauxsoy Soy Meats, via two-color 
newspaper insertions, spot radio 
and store displays in Bellingham, 
Wash. 

Erwin, Wasey & Co. is in charge 
of the promotion, which plays up 
the protein content of the product 
and stresses recipes for its use. 


Plan Onion Week 

Botsford, Constantine & Gardner, 
Portland, Ore., is directing promo- 
tional activities for the annual 
“Idaho Potato and Onion Week” to 
be held Jan. 13-22. Promotion is 
directed to the grocery and produce 
trades. 
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One of the new products packed by Ls 
Choy Food Products at its new Archbold 
O., plant is this Vegamato cocktail 
made from the combination of vege- 
tables reproduced on its label. 


Drug Stores Sell 
85% of Vitamins, 
Study Reveals 


Chicago, Oct. 28.—Drug_ stor 
account for 85% of the vitamir 
business, according to a survey b 
Henri, Hurst & McDonald, Chicag 
advertising agency, among _ house. 
wives in this area. Independent 
druggists handle 45.1% of the busi- 
ness and drug chains 40.5%. De- 
partment stores serve 6.1% of the 
consumers of vitamins, while gro- 
cers, who at one time threatened 
to be an important factor, account 
for less than 1% of the business. 

In the Chicago market Parke 
Davis is the leading brand, wit! 
9.2% of consumers favoring it 
while Squibb’s, Abbott, Vimm: 
Lilly’s, Bezon, Unicaps, Stams and 
Sears are next in popularity, wit! 
consumer choice ranging from 7! 
to 3.1%. Altogether 54 brands are 
mentioned in the survey, with “doc- 
tor’s prescription” accounting fo 
10.7% of those served. 

About one out of three consum- 
ers are now using vitamins, the 
study revealed, and of these two- 
thirds are regular users, while the 
remaining third take vitamin prod- 
ucts occasionally. The occasiona 
users take vitamins only in the win- 
ter months, or when they “feel run 
down.” 

Over one-half of consumers using 
vitamins started taking them on the 
recommendation of their physicians 
while doctors are also an importan! 
influence in switching of deman¢ 
from one brand to another. This i: 
an important factor, as 28.2% re- 
ported having switched from the 
original brand used. 

The average purchase is 100 cap- 
sules, and the average price pale 
for this quantity is $2.25. 


National Can Appoints 


Advertising of National Can Cor- 
poration, New York, has been place¢ 
with the James Thomas Chirurg 
Company, New York. 


institutions whom we represent on special occasions. 


American Dental Association » Chicago Symphony Orchestra 
Disabled American Veterans + Ravinia Festival Association 
National Association of Retail Grocers * Georgian Bay Line 


Lithuanian National Relief Fund + and other national 


Publicity Club of Chicago 
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Hearings on FCC 
Reorganization 
Bill Open Nov. 3 


Washington, D. C., Oct. 28—A 
jul in the FCC’s difficulties with 
Congress ended suddenly this week, 
when Senator Bertram K. Wheeler, 
chairman of the Senate interstate 
commerce committee scheduled for 
Nov. 3 hearings on his bill to reor- 
ganize the Commission. 

For several weeks now, a House 
select committee that has been 
investigating the FCC has remained 
inactive, while its new chairman, 
Rep. Clarence Lea of the interstate 
and foreign commerce committee, 
inspected more than 3,800 pages of 
testimony already on its record. 

While the House committee has 
looked into all aspects of FCC 
activity, with no legislative program 
in mind, the Wheeler group will 
take testimony on a bill sponsored 
by Senator Wheeler and Senator 
Wallace White, splitting the broad- 
cast and common carrier functions 
of the FCC and removing most of 
the chairman’s policy - making 
power. 

Under the White-Wheeler bill, the 
Commission would be divided into 
two groups of three members each. 
One group would handle only 
broadcast matters while the other 
would deal with common carriers. 
The chairman would be merely an 
administrative official or “general 
manager,” with policy - making 
power Only in event of prolonged 
absence of a commissioner. 

Chairman James Lawrence Fly 
will be the first witness before the 
committee, appearing at the opening 
session Wednesday. It is not yet 
known how long Mr. Fly’s testi- 
mony will take, but a thorough 
study of the effect of the bill on 
FCC functions is expected. 

The White-Wheeler bill, similar 
in many respects to the Holmes and 
Sanders bills considered by the 
House more than a year ago, has 
been strongly supported by broad- 
casters, particularly since the Su- 
preme Court decision upholding 
FCC’s network monopoly regula- 
tions. 

The broadcasters will occupy 
much of the time devoted to the 
hearings, with NAB and the Clear 
Channel Broadcasting Service al- 
ready scheduled to appear. Although 
NAB will undoubtedly support the 
bill, the legislative committee was 
to meet this weekend to determine 
what exceptions, if any, the broad- 
casters will take to the proposed 
bill. 

Members of the NAB legislative 
committee are: Don S. Elias, 
WWNC, Asheville, N. C.; Clair Mc- 
Collough, WGAL, Lancaster, Pa.; 
Joseph Ream, CBS; Frank Russell, 
NBC; James D. Shouse, WLW, Cin- 
cinnati; James W. Woodruff Jr., 
WRBL, Columbus, Ga.; D. Richard 
Shafto, WIS, Columbia, S. C.; Na- 
than Lord, WAVE, Louisville, and 
Ed Yocum, KGHL, Billings, Mont. 


To Handle Fund Drive 


Ohio Advertising Agency, Cleve- 
land, has been named to direct radio 
activities for the 1943 War Chest 
of Greater Cleveland, operated by 
the Cleveland Community Fund. 


This is the first year that an inde- 
pendent agency has been selected 
for the task. 

Wanted: Idea and Pro- 


motional Man, by leading 
appliance manufacturer 
selling through utilities 
and dealers. Man should 
be capable of handling 
the production of com- | 
plete marketing plans 
and their presentation 
before utility and dealer 
eroups. Good opportu- 
nity for experienced man 
‘o assume managerial re- 
sponsibility. Reply, giv- 
ing complete details, to | 
Box 4396, care of Adver- 
tising Age, 100 E. Ohio 
St., Chicago. 


CBS-Owned Radio 
Station Executives 


Meet in New York 


New York, Oct. 28—General 
managers and sales representatives 
of Columbia-owned stations held a 
two-day meeting at CBS headquar- 
ters here this week. It was decided 
that the station managers would 
henceforth meet with CBS officials 
semi-annually. 

Personnel and maintenance prob- 
lems and CBS’ program and sales 
policies were discussed. The man- 
agers also reviewed promotion plans 
for 1944. A presentation of the 
Nielsen Radio Index, to which CBS 
subscribes, was given. 

Speaker at the first-day luncheon 
was Peabody-award winner Charles 
Collingwood, CBS foreign corre- 
spondent recently returned from 
abroad. CBS President William S. 
Paley, and Executive Vice-President 
Paul W. Kesten attended the second- 
day luncheon, Mr. Paley speaking 
on CBS’ programming plans. 
Frank Stanton, vice-president, was 
host to the Columbia-owned station 


men. Executives present were Carl 
J. Burkland, WTOP, Washington; 
Harold Fellows, WEEI, Boston; Ar- 
thur Hull Hayes, WABC, New York; 
Merle Jones, KMOX, St. Louis; A. E. 
Joscelyn, WCCO, Minneapolis-St. 
Paul; D. W. Thornburgh, KNX, Los 
Angeles; J. L. Van Volkenburg, 
WBBM, Chicago; and A. D. Willard 
Jr., WBT, Charlotte. 

Ed Norton, chairman of the board, 
and Thad Holt, president and gen- 
eral manager of WAPI, Birmingham, 
also were present. WAPI is repre- 
sented by CBS Radio Sales. 

Officials of Radio Sales, the spot 
sales division of CBS, attending the 
meeting were J. Kelly Smith, gen- 
eral sales manager, WBBM, Chicago; 
Howard S. Meighan, eastern sales 
manager, New York, and J. Archie 
Morton, sales manager of KNX, Los 
Angeles. 


Appoints Tracy, Kent 


Tracy, Kent & Co., New York, has 
been appointed to handle the 
account of Lewis National Supply 
Corporation, Boston, maker of 
Spear’s bluing and other laundry 
supply products. Industrial publi- 
cations will be used. 


KFEL Asks Court 
to Compel ‘Denver 
Post’ Radio Listing 


(Continued from Page 1) 


selected about ten outstanding local 
and Mutual programs each day and 
had them listed in the log at $5 
each. 

In its complaint it seeks an in- 
junction to prevent the Post from 
publishing any program listings that 
do not include KFEL programs. The 
station charges that since the Post 
presents two newscasts daily over 
KOA from its editorial rooms it 
allegedly has indulged in discrimi- 
nation designed to injure KFEL and 
destroy its competition with the 
Post and other broadcasting sta- 
tions. The complaint further states 
that the Post radio listings are pub- 
lished in a form “intended and cal- 
culated by the defendant to create 
in the minds of the public the belief 
that it contains the names of all 
reputable, qualified and _ licensed 
radio stations broadcasting in the 
Denver area.” 


The case has been assigned to 
Judge George Luxford. No hearing 
is expected before late November. 


‘Under Cover’ Brings 
New Damage Suits 


George Washington Robnett, ex- 
ecutive secretary of the Church 
League of America, filed three ad- 
ditional court suits in Chicago last 
week asking heavy damages be- 
cause of publication and sale of the 
John Roy Carlson book, “Under 
Cover.” 

Mr. Robnett filed two actions in 
superior court asking $100,000 from 
the author for “falsely quoting” him 
as an advocate of anti-Semitism, 
and $100,000 from five Chicago book 
stores which are selling the volume. 
Earlier the Church League official 
went into federal court to sue E. P. 
Dutton & Co., the publisher, for 
$100,000; and radio columnist Walter 
Winchell for $1,000,000 because of 
Winchell’s praise of the book over 
the radio. Andrew Jergens Com- 
pany, Cincinnati, his sponsor, and 
the Blue Network, which carries the 
program, also were named in a $1,- 
000,000 libel suit. 


Even the Leaders 
Must be Led... 


They have to get their ideas 
from somewhere 


THE MILWAUKEE ROAD 

NATIONAL DAIRY PRODUCTS CORP. 

NATIONAL DISTILLERS PRODUCTS CORP. 

NEW YORK TRUST COMPANY 

PRUDENTIAL INSURANCE COMPANY 

ROHR AIRCRAFT COMPANY 

SANTA FE SYSTEM 

SCHENLEY DISTILLERS CORPORATION 

UNDERWOOD ELLIOTT FISHER COMPANY 

UNION CARBIDE & CARBON CORPORATION 

UNITED FRUIT COMPANY 

WESTINGHOUSE ELECTRIC & MFG. CO. 
JOHN WYETH & BROTHER, INC. 


Among the Advertisers 
who have contracted for 
space in HARPER'S in 1943 


ALLISON DIVISION, GENERAL MOTORS 
AMERICAN EXPORT LINES, INC. 
AMERICAN TELEPHONE & TELEGRAPH CO. 

BANK OF NEW YORK 

BANKERS TRUST COMPANY 

BITUMINOUS COAL INSTITUTE 

BOEING AIRCRAFT COMPANY 

BUICK MOTOR DIV., GENERAL MOTORS 

CALIFORNIANS, INC. 

CHRIS-CRAFT CORPORATION 

CHRYSLER CORPORATION 

COLUMBIA BROADCASTING SYSTEM 
DETROIT-DIESEL DIV., GENERAL MOTORS 
DUMONT LABORATORIES, INC. 
ELECTRO-MOTIVE DIV., GENERAL MOTORS 
FAIRCHILD ENGINE & AIRPLANE CORP. 

GENERAL ELECTRIC COMPANY 

THE B. F. GOODRICH COMPANY 

INTERNATIONAL BUSINESS MACHINES 

MATSON NAVIGATION COMPANY 


HENEVER leaders speak, or write, they ex- 
press opinions. They have ideas that shape the 
thinking of multitudes around them. 


But who leads the leaders? They must get ideas 


from somewhere. 


Over one hundred thousand of these leaders of 
opinion look to Harper’s each month for prac- 
tical inspiration for the stormy present, for wisely 
imaginative forecasts for the future, “for ideas 


and facts of today upon which to build the 


world of tomorrow.” 


As advertisers, you can share the opportunity 
to shape the opinions of the opinion makers by 
telling Harper’s readers what you are doing to- 
day and planning for the future. For the people 
who read and are influenced by Harper’s Maga- 
zine now are the same people who will be the 


arbiters of ideas—and products — tomorrow. 
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Containers and 
Labor Vex Makers 
of Toilet Goods 


New York, Oct. 27.—While the 
outlook for closures has improved 
considerably, manpower and con- 
tainers have become critical prob- 
lems for producers of drugs and 
cosmetics, C. A. Willard, chief of the 
drug and cosmetic section of the 
War Production Board, declared this 
week at an industry meeting spon- 
sored by the Toilet Goods Associa- 
tion here. 

H. L. Brooks, president of Coty, 
Inc., and head of the association, 
told the producers that the proposed 
10% tax to be added to manufactur- 
ers’ prices on toilet soaps, tooth and 
mouth washes, dentifrices, etc., was 
regarded in Washington as “a sort 
of groundwork for a general manu- 
facturers’ excise tax.” The proposal, 
submitted on Monday by the Con- 
gressional advisory staff on taxation, 
also would raise from 10 to 15% at 
retail the current tax on other toilet 
preparations, including lipstick, he 
explained. 

P. R. Casey, head of the OPA drug 
and cosmetic section, said the pro- 
posed regulation to provide some 
relief for the container cost squeeze 
of some manufacturers of 10-cent 
cosmetics will be taken up Nov. 3 by 
the OPA industry advisory com- 
mittee. 

Lipstick holders, for which the 
WPB allocated 100,000 pounds of 
cellulose acetate in August, but made 
none available in September or Oc- 
tober, probably are the most critical 
phase of the container situation in 
the cosmetic field, the convention 
was told. 

This was confirmed subsequently 
by Mr. Willard, who, in reply to a 
question as to the outlook for cellu- 
lose acetate allocations to the indus- 
try in November, declared it was 
his hope that they will be “twice as 
much” as was made available in 
August. “If that can be done,” he 
added, “it would be from 25 to 
33 1/3% of what the industry would 


require in a normal month’s opera- 
tion. But we don’t know about 
December—it might go back to 
none.” 


New OPA Price 
Plan Described 


to Furniture Men 


Chicago, Oct. 29.—Details of a 
proposed plan to step up production 
of lower-price consumer durable 
goods via OPA price controls were 
outlined to midwestern dealers here 
yesterday by Roscoe R. Rau, execu- 
tive vice-president of the National 
Retail Furniture Association. 

He said the plan was drawn up 
last week at a New York meeting 
of spokesmen for retail trade groups 
and OPA officials headed by Reagan 
P. Connally, director of the federal 
agency’s consumer durable goods 
division. Commodities, except for 
food, would be listed in three major 
classes, the first two of which would 
be granted rollbacks from present 
retail price levels. Class 3 would 
include commodities of better 
grades, which would be marketed at 
prices including individual store 
mark-ups. 

Mr. Rau told dealers from nine 
midwestern states that the OPA 
hoped by the plan to stimulate pro- 
duction to the point where goods 
will again be available in all price 
groups. Retail stores, he pointed 
out, are exhausting inventories of 
low-price goods while manufactur- 
ers, confronted with material short- 
ages, are concentrating on produc- 
tion of medium and higher-price 
items in their lines. 

From 100 to 150 commodities 
would be placed in the first class, 
all regarded as critically necessary 
to the nation’s civilian life. Retail 
prices of this group would be set in 
actual dollars and cents above de- 
livered cost to the retailers. Class 
2, including all “essential’’ goods 
though not “critical,’’ would be sold 
at specified mark-ups with prices 
below present retail levels. All 
goods not covered in the first two 


GRUEN GREETING 


Merry 
Christmas 
and best wishes for 


A Victorious New Year 


to America’s fighting men and women 
no matter where you may happen to be * * 


FROM 
THE 
FOLKS 
BACK 
HOME 


THE GRUEN WATCH COMPANY. TIME HRI. CINCINNATI OFF. UE A 


Gruen Watch Co. will use 44 news- 

papers in 17 foreign countries to extend 

this Christmas greeting to men and 

women of the armed services. Details 

of handling the foreign insertions are 

being handled by McCann-Erickson, New 
York, Gruen agency. 


groups would be included in the 
third classification. 


Fitzpatrick Promoted as 
Ramsdell Leaves Borden 


Walter T. Fitzpatrick, an execu- 
tive in the grocery products division 
of The Borden Company, New York, 
since 1931, has been appointed di- 
rector of sales of that division, and 
Sam Thompson, who joined Borden 
in 1928, has been named assistant 
sales director and general sales 
manager of the same division. 

The new position occupied by Mr. 
Fitzpatrick was made vacant by the 
resignation of Arthur W. Ramsdell 
as vice-president of The Borden 
Company. 


*® Since Pearl Harbor, Florida's o~S 
three great markets and their trading territories —_ 
have gone through two winters and two summers Ne 

. without the usual tourist trade and .. ” 
the usual “lull-season” so characteristic of the \ 
~~ 


“old” Florida 


lished as a year-round market with annual income, 


bank deposits, retail sales and postal receipts 


surpassing peak figures of any 


established during the past cight months. June and 


July postal receipts topped those of January and 


February ... and the circulation figures of Florida’s 


three great dailies were higher this past summer 
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Gillette to Air 
Sugar Bowl Game 
on CBS Network 


New York, Oct. 27.—Pursuing its 
policy of airing major sports events 
over nationwide hookups, Gillette 
Safety Razor Company will bring 
football fans a play-by-play account 
of the tenth annual New Orleans 
Sugar Bowl game New Year’s Day 
over.a CBS network. The broadcast 
will begin at 3:45 p. m., EWT. It 
marks the fifth year Gillette has 
sponsored this gridiron classic. 

Maxon, Inc., is the agency. 


“First Nighter’ Renewed 


“First Nighter” launches its 14th 
straight year of broadcasting when 
it returns to the Mutual network 
Sunday, Nov. 7, at 6 to 6:30 p. m., 
EWT, sponsored once more by Cam- 
pana Sales Company. Wallace- 
Ferry-Hanly Company, Chicago, is 
the agency. 


Adds Second Show 


Soil-Off Mfg. Company, Glendale, 
Cal., has signed a year’s contract to 
sponsor Calen Drake on the Co- 
lumbia Pacific network three times 
weekly in behalf of its liquid paint 
cleaner, Soil-Off. The program is 
heard at 5 to 5:15 p. m., Mondays, 
Wednesdays and Fridays, PWT, in 
addition to the company’s current 
three times a week news broadcast 
with Truman Bradley at 5:45 p. m., 
Tuesdays, Thursdays and Saturdays, 
Buchanan & Co., Los Angeles, is the 
agency. 


Waterman Renews 


L. E. Waterman Company, maker 
of fountain pens, pencils and ink, 
has renewed Arthur Hale’s “Confi- 
dentially Yours” program over 
WOR for the third consecutive year. 
It is sponsored by Waterman Mon- 
day, Wednesday and Friday, at 7:15 
to 7:30 p. m., EWT. Charles Dallas 
Reach Company, Newark, is the 
agency. 


Safeway Stores Signs 


Safeway Stores, Inc., will sponsor 
the first 15 minutes of “‘What’s Doin’, 
Ladies,” on the nine stations of the 
California Blue Network Mondays, 
Wednesdays, and Fridays, commenc- 
ing Nov. 15, for a full year. The 
program will continue to be heard 
at 2 to 2:30 p.m., PWT, Mondays 
through Fridays over the entire West 
Coast Blue Network. J. Walter 
Thompson Company handles the 
account. 


Fitch Signs Newscast 


F. W. Fitch Company, through 
L. W. Ramsey Company, has placed 
an 18-week renewal contract for the 
Tuesday and Thursday edition of 
“News of the World,” broadcasts 
aired on 75 NBC station, effective 
Nov. 23 

“News of the World” also is spon- 
sored Mondays through Fridays from 
6:15 to 6:30 p.m., CWT by Miles 
Laboratories, Inc., through Wade 
Advertising Agency. In addition, 
Miles will begin sponsorship of the 
program Sundays from 10:15 to 10:30 
p.m., CWT, on Nov. 7. 


Delays Inaugural 


Launching of United Airlines’ “In 
Time to Come” over the Columbia 
Pacific network has been shifted 
from Oct. 31 to Nov. 7. The program 
will be heard Sundays, 8:30 to 9 
p.m., PWT. N. W. Ayer & Son is 
the agency. 
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Anti-Trust Chief 
Promises to Smash 
All Trade Cartels 


Washington, D. C., Oct. 29.—,, 
unrelenting effort by the govern. 
ment to smash private internationa) 
trade cartels “to prevent encroach. 
ment on the American system of 
free enterprise in the _ postwar 
world” was promised today whey 
the Department of Justice filed 
civil complaint charging agreement: 
in violation of the anti-trust law. 
against Merck & Co., Rahway, N. J 
largest producer of pharmaceutica} 
products in the United States. 

Prosecution of Merck was de- 
scribed by Assistant Attorney Gen. 
eral Wendell Berge “as another, 
step” in the department’s drive 
against the cartel system. “Unless 
all participation by American com- 
panies in cartel agreements is ab- 
rogated,” Mr. Berge said, “the 
American system of opportunity 
and free enterprise cannot survive.” 

Recently appointed to head the 
anti-trust division since the eleva- 
tion of Thurman Arnold to a high 
court post, Mr. Berge has previously 
stated his position in extensive tes- 
timony before the senate Kilgore 
committee, currently considering 
the need for a government Office of 
Scientific Research. 

In its complaint against Merck & 
Co., the Department of Justice as- 
serted that the American firm had 
agreed with E. Merck chemical 
works of Darmstadt, Germany, to 
divide the world market, with the 
American company assigned to the 
United States and Canada and the 
German firm controlling the rest of 
the world, including Latin America. 

Officials of the pharmaceutical 
house promptly denied the federal 
charge. 


Scheibner Gets Cantor 

West Coast advertising for Can- 
tor Greenspan Company, New York, 
maker of Labtex fabrics, has been 
placed with Hugo Scheibner, Inc., 
Los Angeles. Irving Lander, for- 
merly with the Mayers Company, 
has joined the agency as head of 
the copy department. Vera Lubin, 
formerly with SAE Journal, has 
been placed in charge of the 
agency’s production department, 
and other staff additions include 
Marian H. Ryan, Emma Jo Dixon 
and Laura E. Hill. 


NAAN Holds Meet 


Nine Midwestern advertising 
agencies were represented at the 
annual regional conference of the 
National Advertising Agency Net- 
work held in Des Moines Oct. 16-17, 
at which N. A. Winter Advertising 
Agency was host. Round table dis- 
cussions of client and community 
postwar planning, manpower short- 
ages and agency operating methods 
were held. 


Sponsors Radio Show 


Stromberg-Carlson Company, 
Rochester, N. Y., has begun spon- 
sorship of a weekly program titled 
“Mission Accomplished,” dramatiz- 
ing heroic deeds of Navy heroes, 
over WHAM, Rochester. The broad- 
cast, aired from Sampson Naval 
Training Station, Seneca Lake, N. 
Y. McCann-Erickson, New York, 
is the agency. 


YOU CAN'T LOSE 


—in that important emergency 
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SACTA written it on an order to your Typographer, 
« J 
painting Engraver and Printer—then sat back and won- 
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THE FAITHORN 


RUSH” —a familiar term. How often have you 


dered if all three would make good! For, if 
only one falls down your schedule is shattered. 
Faithorn Compositors, Engravers and Pressmen 

| —all under ONE roof — strive mightily, each 


craft to match the other two in swift and 
sure co-operation to meet your “deadline” 
w  Faithorn brings certainty instead of doubt. 


CORPORATION 


Ad-Setters e Engravers e Printers 


504 Sherman St., Chicago * Phone Wab. 7820 
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Boost in Postal 
Rates and Excise 
Taxes Is Voted 


(Continued from Page 1) 


scram for increased income taxes 
which would yield $6,500,000,000, 
and an alternative proposal for a 
10% sales tax. 

The action on the second class 
mailing rate was taken Wednesday, 
but the full significance of the pro- 
posed change will not be known 
until the committee actually pre- 
pares a bill. According to reports, 
the committee voted to double the 
rate by charging one cent for one 
ounce instead of the current one 
cent for two ounces. Whether this 
applies to bulk mail as well as 
transient matter is not revealed. 

The change in the second class 
mail rate, and steep new liquor 
taxes have already drawn heavy 
criticism within the committee, and 
both may be changed before the bill 
emerges. Under a _ schedule ap- 
proved for the new bill, the rate 
on distilled spirits jumps from $6 
to $10 a gallon, beer from $7 to $8 
per barrel, with a sliding scale in- 
crease for wines. 

In addition to the second class 
postage increase, the committee has 
also agreed on increases for third 
class mail, covering printed matter 
not included in second class. The 
third class rate goes from 1.5 cents 
and two cents to three and four 
cents. Air mail goes from 6 cents 
to 10 cents; local mail, 3 cents; 
money orders now costing 6 to 22 
ents will cost 10 to 37; registered 
mail from a minimum of 15 and 
maximum of $1 to 20 cents and 
$1.35; insured mail and COD, dou- 
ble the present scale. 


Other Boosts Approved 


Other excise taxes approved by 


the committee call for a boost from | 
of manufacturers’ price 


10 to 25% 
on luggage, handbags and wallets; 
5 to 15% on electric light bulbs and 
tubes; 10 to 15% on local telephone 
calls; 20 to 25% on long distance; 
5 to 7% on serviced leased wires, 
with news wires exempt, and 15 to 
20% on non-serviced; 15 to 20% on 
domestic telegraph; 10 to 15% on 
international; 10 to 15% on trans- 
portation of passengers; 11 to 20% 
yn club dues. 

A 10% tax was placed for the 
first time on toilet soaps, tooth and 
mouth washes, and dentifrices. The 
3% tax on transportation of prop- 
erty was removed. 

Adoption of higher mailing rates 
was voted at a time when the Post- 
master General was reporting that 
iis department had run at a profit 
for the first time in 24 years. Ap- 
pearing before the Byrd committee 
Thursday, he said the department 
ae clear about $2,000,000 for 

43. 

According to the cost ascertain- 
ment report for 1942, however, the 
lepartment lost $86,345,597 “in 
ipportioned expenditures over reve- 
nues” on publishers’ second class 
matter. Observers point out, how- 
ever, that the second class mailing 
rate makes a far better showing on 
cost per piece analysis, for much of 
the second class deficit results 
from heavy “apportioned” charges 
for rural routes. 

Change in the second class mail- 
ing rate was suggested last year, 
Sut the matter was referred to the 
Postmaster General and the House 
postoffice and post-roads committee 
tor further study. A report has not 
yet been completed. 


Business Mail 
Council Opposes 
Mail Rate Boost 


Chicago, Oct, 28.—Greatly reduced 
mail volume which would offset 
anticipated increases from higher 
postal rates, and serious curtailment 
of business mail advertising, were 
predicted today by Douglas C. Mc- 
Murtrie, secretary of the National 
Council on Business Mail, in voicing 
opposition to the House ways and 
means committee’s prosposed boost 
in postal rates. 

The committee’s hopes for higher 
revenue through increased rates are 
not borne out by experience, Mr. 
McMurtrie asserted, pointing to the 
drop in mail volume which in the 
past has invariably followed a rate 
boost. In 1917, he said, the postcard 
rate was hiked from one to two 
cents, with the result that the nor- 
mal annual postal revenue from 
postcard use fell from $20,000,000 to 
$10,000,000. 

Mr. McMurtrie said he believed 
business mail users could meet the 
proposed drastic increase in rates 
only by curtailing the volume of 
their mailings, which would se- 
riously affect the operation of their 
businesses and cause them severe 
financial loss. In the cases of 
smaller firms, he said, many would 
be unable to continue operating and 
would be forced to close their doors. 


Termed Severe Blow 


The effect a slash in third class 
mailings would have on the printing 
industry was also emphasized. Most 
shops are dependent-on the produc- 
tion of third class mailing material 
for a large share of their income, 
Mr. McMurtrie said, and a reduction 
of volume would be a blow to them. 

He opposed the principle of using 
postal rates as a channel of taxa- 


tion, declaring that it would set a 
dangerous precedent and leave the 
door open for future encroachments 
of like nature. He stressed the fact 
that the Post Office Department is 
traditionally an institution for pub- 
lic service and is in no sense in- 
tended to operate at a profit, which 
would be its function under the 
proposed tax plan. 

“The opinion of the National 
Council on Business Mail, which has 
made a thorough study of the postal 
picture,” Mr. McMurtrie declared, 
“is that the proposed tax on postal 
rates and services will serve only 
to place a serious, and in some in- 
stances an unbearable, burden on 
business mail users, and that it will 
contribute very little if anything to 
the nation’s tax coffers. It is an 
ill-advised tax program.” 


Blue Network Names 


Geyer, Cornell & Newell 


The Blue Network has appointed 
Geyer, Cornell & Newell as _ its 
advertising agency. The account 
has been loose since Foote, Cone & 
Belding, which handled advertising 
for both Blue and NBC, withdrew 
from servicing all media accounts 
(AA, Aug. 16). 


Two Join Hill Agency 

William L. Ledwith has joined 
Hill Advertising, New York, in an 
executive capacity, and John V. 
Ryden has been named to the 
agency’s art department. Mr. Led- 
with was formerly with F. Wallis 
Armstrong Company and Gardner 
Advertising Company, New York, 
while Mr. Lyden joins Hill from 
Pedlar & Ryan, where he served in 
the art department. 


Joins Mathes Art Staff 


William Montgomery has joined 
the art department of J. M. Mathes, 
New York. 


Scene ee oe 


S. B. King, Former 
Adman, Dies 


Chicago, Oct. 27.—Samuel Bowles 
King, assistant secretary of Under- 
writers’ Laboratories, Inc., and one 
time advertising 
manager of the 
Sullivan Machin- 
ery Company, 
died Oct. 25 at 
his home in Win- 
netka after an 
illness of several 
months. 

Mr. King, who 
was 64, was in 
charge of the 
publication of re- 
search bulletins 
and the data card 
service of Under- 
writers’ Labora- 
tories, 


S. B. King 


including publications on 
fire, accident and crime safety. He 


joined the Laboratories’ staff in 
1936 and was named assistant sec- 
retary the following year. 

From 1902 to 1933 Mr. King 
served as advertising manager of 
the Sullivan Machinery Company, 
Michigan City, Ind. He was a past 
president of the Engineering Ad- 
vertisers’ Association and a director 
of the Republican Publishing Com- 
pany, publisher of the Republican, 
Springfield, Mass. 


H. R. SOUTHWORTH 


Johnson City, N. Y., Oct. 26.— 
Herman R. Southworth, manager of 
the Johnson City Publishing Com- 
pany and vice-president of the 
Binghamton Sun, died here recently. 
He was 67. 

Mr. Southworth began his news- 
paper career with the former Bing- 
hamton Leader, later becoming 
assistant editor of the Home Maga- 
zine, subsequently the Pictorial 
Review. From there he went to the 


Woman’s Home Companion as as- 
sistant to Arthur T. Vance, then 
editor. He returned to Binghamton 
to become advertising manager of 
the Leader and when that paper 
was bought by the Press he joined 
its news department. He became 
managing editor of the Press, leav- 
ing there to become associated with 
William H. Hill, head of the John- 
son City Publishing Company and 
of the Binghamton Stn. 


W. L. HUSTON 


Chicago, Oct. 27.—William L. 
Huston, executive vice-president of 
W. L. Stensgaard & Associates, died 
last night of a heart attack at his 


home. He had been in the adver- 
tising business in Chicago for 30 
years. 


JOHN R. NEEDHAM 


Centerville, Ia., Oct. 26.—John R. 
Needham, 70, business manager of 
the Iowegian and Citizen, died here 
Oct. 21. He had been associated 
with J. M. Beck, editor, for 40 years 
in publication of the paper. 


WILBUR H. BRIDGMAN 


Stanley, Wis., Oct. 26.—Funeral 
services were held here Sunday for 
Wilbur H. Bridgman, veteran pub- 
lisher of the Stanley Republican, 
Mr. Bridgman was former publisher 
of the Chippewa Falls Herald-Tele- 
gram and a past president of the 
Wisconsin Press Association. 


COL. JOHN G. AYLING 


New York, Oct. 28.—Col. John G. 
Ayling, 50, formerly with Geyer, 
Cornell & Newell, New York, in an 
executive capacity, has been killed 
in action with the Army air forces, 
the War Department has reported. 
He was a veteran of World War I. 
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McClatchy — 
Broadcasting 


] The San Fran- 


CALIFORNIA 
CONSISTS OF... 


...and 


cisco - Oakland 


(Bay area) market; 


2 


Company 


Sacramento, California 


ROBERT A. STREET, National Sales: Manager 


PAUL H. RAYMER CO., National Representative 


The Los An- 
geles-San 
Diego (southern 
California )market; 


California’s great cen- 
tral valleys, p/us wealthy 


western Nevada...com- 


only by 


BIGGEST OF AIL... 


The billion-dollar 


“interior” market: 


pletely radio-covered 


Your nearest Raymer office has ‘sweet news” about the BEELINE: new 
Hooper ratings, contour maps and mail-response facts. % This unique 
group of stations is radio’s surprise package, at attractive new rates. 


In case your Latin lessons, like ours, are some years behind you (we had to 
check the spelling ourselves!) Caesar’s Gallia was also divided into three parts. 
* Tri-parte California shapes up like this: 


After many months of "'S.R.O.” 
an opening on WITH'’s famous 
“Housewives Jackpot” program is 
now available. Monday through 
Saturday—2:30 to 3 P.M. $65.00 
(includes time and talent). 


Subject to prior sale. So, better 
wire collect... right away! 


W-I-T-H % 


TOM TINSLEY, President 


Represented Nationally by HEADLEY-REED 1230 ON YOUR DIAL 
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HILLMAN WOMEN’S GROUP| 


increases 1ts 


CIRCULATION GUARANTEE 
10 1,100,000 «rcs 


Erre CTIVE with the January 1944: issues, this increase in guaranteed 
circulation is made because Real Story, Real Romances and Movieland 
are showing such great strides in reader acceptance. In view of this, 
we are discontinuing Real Confessions with the December issue— 


thus reserving our entire paper supply for the three large circulation 


units-@£ Hillman Women’s Group. 
| —— 


There is niowhange in rates. 5o the low cost per page per thousand guar- 


anteed is further reduced to *1.50, with a substantial bonus delivery! 
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: Omen s rou P : 
, bv ss 
Real Story 
; Movieland ¢ Real Romances 
; s ! 
CHICAGO. 1 NEW YORK. 18 LOS ANGELES 
333 N. Michigan Avenue 1476 Broadway 9126 Sunset Boulevard 
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PHOTOGRAPHIC REVIEW  2curs sic: scnss essen 
OF THE WEE Ra FL 


‘FOOD FOR FREEDOM' SERIES GETS UNDER WAY AIDS MAINE DRIVE 


At the convention of the Southern California chapter of the 4 A's were, left to 
right: Edward R. Halperin, McCarty Co.; J. Howard Tinkham, Oil & Gas Journal; 
H. E. Cassidy, McCarty Co.; Roy Phelan, McGraw-Hill; Jack Moore, Dan B. 
Miner Co.; and C. Burt Oliver, Foote, Cone & Belding. (Story on Page 32.) 


“WHAT? That Fellow Doakes HOARDING POTATOES?” WHISKY DISPLAY BACKS MAGAZINE DRIVE 


Mot Ox Your Lite—Uacke Sam Hen Avkod Him te Moly Stare This Year's Bumper Crop 


Bangor & Aroostook Railroad, in coop- 
eration with the Maine Development 
Commission, has scheduled this full-page 
copy in a lengthy list of business papers 
in the food field, and newspapers of 
seven Maine cities, the Washington Post 
and the Boston News Bureau, in support 
of the Maine potato campaign urging 
all the “Doakes" in their community to 
store and consume potatoes (AA, 
for freedom Oct. 25). 


2 consrave 1900 


4. mar sOuAet With rooD. 


Mere, what you are ated to do 
1 peoouts so00. . 


SPONSOR'S NAME AND ADDRESS — 
PRECIOUS STUFF Continental Distilling Corp. is distributing this window display for Philadelphia a 
blended whisky, which effects a giant open book, printed to simulate red 
morocco, with gold-edged leaves. One of Dean Cornwell's paintings appearing 
in the current magazine drive is used on the right-hand page, with the brand's 

slogan and a block of text on the left. 


The public will be seeing this newspaper advertisement this month, designated 

"Food for Freedom Month," along with other copy in the series prepared under 

the auspices of the War Advertising Council in cooperation with the Office of 

War Information, Office of Price Administration and the War Food Adminis- 
tration. 


AMOS 'N' ANDY RETURN TO THE AIR,WAVES 
‘A GREAT TIME TO BE BORN’ 


Light Metal Age, Chicago publication, 
produced a minor sensation at the Na- 


tional Metal C _ held in Chicago Freeman Gosden and Charles Correll, back on the air as Amos ‘n’ Andy in a 
Confidence in the future of free enterprise and a better world is expressed in this « ale of sods anh, with the aie new half-hour program on NBC for Rinso, pose for a pre-premiere picture with 
color spread for Ford Motor Co., its last institutional magazine copy of the year. duction of Miss Light Metal Age, hand- Sidney Strotz, vice-president of NBC's western division, and Murray Bolin, 
Copy swings over from the war products to postwar planning theme. Maxon, Inc., somely gowned in spun aluminum cloth. producer of the show for Ruthrauff & Ryan. 


Detroit, handles the account. 


AIDS RED CROSS DRIVES CAR CARD SPREADS HOME PLANNERS MESSAGE 


Join the (quantile Home Planners’ Institute 


? 


‘Lili a 


Send for Folde, or REGISTER 


®! Equitable Sovings @ loan Association 
5. W tthe Start at rn? 


This window display, featuring Paramount Pictures’ film "So Proudly We Hail,” 
* ted in with a Red Cross appeal for Army and Navy nurses. Arranged by 


". L. Stensgaard & Associates, Chicago, it was displayed last week at Carson, This car card is part of a six-month advertising campaign for the Home Planners’ Institute, educational and savings plan 
Scott & Co., and in all has appeared in more than 150 leading stores sponsored by the Equitable Savings and Loan Association, the Western Retail Lumbermen's Association and West Coast 
throughout the country. Lumbermen's Association. Joseph R. Gerber Co., Portland, Ore., is the agency. (Story on Page 50.) 
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How to write 
a history 


of World 


Heese 


in that golden future when peace has firmly 
settled upon the world, you are moved to sit 
down and write a history of America’s par- 
ticipation in this war... 
You will find all the phases and facets 
of that participation recorded for you 
and awaiting your selection. 


You will find that a week-to-week and 
month-to-month account of all the happen- 
ings of both the fighting and the home front 
has been faithfully kept. 


You will find first-hand reports not only 
of the clash of battle, but of war's impact 
on the social, economic, religious, polit- 
ical, and home life of the nation. 


You will find healthy democratic dis- 
cussion of postwar aims and the kind of 
world we want to fashion and live in. 


You will find the war refought, the war 
days relived, the postwar world being born, 
in the magazines that are being published 
today in wartime America. 

When news becomes history 
One of America’s great strengths in this war 


is our network of mass communication, or 
public information. The three chief media of 


ar Il 


this network are newspapers, magazines, and 
radio, The radio and newspapers give an 
hour-by-hour and day-by-day account of 
events important enough to be called news. 


The magazines have time to apply per- 
spective to those events, to weave them 
into the pattern of what went before and 
what followed; and it is this application of 
perspective that turns news into history. 


In the pages of America’s magazines you 
can view the exciting march of the war’s 
history. On the broad canvas of these pages, 
in addition to an interpretation of the news, 
you will find fiction equally authentic in por- 
traying the emotional and spiritual tug of the 
war upon the people. 


You'll see the kind of humor that came 
out of the war, the movies people go to in 
wartime, the styles they wear, the substitutes 
that have come into their lives because of 
war-born shortages and diversion of goods. 


In these ways, the magazines record the 
history of this war. They also help make 
that history. They help people think things 
over and thus help build civilian morale, 
help create public opinion, help guide 
public action. 


Because of their national character and 
distribution, they are an important force for 
unity, carrying the same thoughts, informa- 
tion, and appeals for action into every town, 
city, and crossroads of America. 


Since we got into the war, the magazines 


have published some 3000 articles on war 
information. About 50% of today’s content 
of all magazines is given over to the war. 


An additional contribution 


In addition to this service which magazines 
have rendered in their editorial pages and in 
addition to the patriotic advertising messages 
business firms have paid for and run, the 
magazines themselves have donated adver- 
tising space. 


Each month a long list of leading maga- 
zines print, in advertising space which they 
donate, some vital and timely message the 
Government of the United States deems im- 
portant to put before the people. 


The advertising agencies of the country 
voluntarily contribute their services in the 
preparation of these messages. 


So far there have been campaigns on war 
bonds, the nature of the enemy, and infla- 
tion. Right now, 481 pages explaining to the 


people the dangers of inflation, are running 


every month, reaching 91,000,000 people. 


In no other country in the world have the 
magazines done as big a job in wartime. 
In no other country have they recorded 
for so much of the population the history 
of this war. 


Like their brother media the newspapers 
and the radio, they have been both a credit 
to, and a justification of, the good democratic 
principle of Freedom of the Press. 


YOUNG & RUBICAM, INC. Advertising 


New York «+ Chicago + Detroit + San Francisco + Hollywood + Montreal + Toronto 


> This is the second of a series of three advertisements which discuss the wartime services and the 
wartime importance of America’s three great media of public information—newspapers, magazines, 
and radio. It has appeared in the New York Times, New York Herald Tribune, Chicago Daily News. 
It is also appearing in Newsweek, Fortune, and an appropriate group of trade papers. 
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